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Turning prospects into buyers is easier 


WITH A PROFESSIONALLY PREPARED STORY ON FILM 


You can’t take a big piece of equipment into an work it out.” And that’s what we will do. You can 
office for a demonstration. But. if you'll pick up count on Jam Handy professionals— able, full-time 
the phone and ask for a Jam Handy representative technicians—to take your toughest assignments 

he'll show you how you can put the biggest and come up with highly effective selling tools. 
objects made by man into live motion pietures and . 
demonstrate their most effective performance and W hen you get our help, there s one explanation of 
niin: teneiieitieen atin tilts Gin te oan Oe objectives, one responsibility, one accounting . . . 
ieaalan iin chaien “ailiaiae nadia: one reasonable price. You'll like the way we work. 


Say, “Look—here’s what we want to do. Help us Reach for the phone and ask about this help. 


Zé JAM HANDY Ongengation 


Convention Plans Animated Cartoons Turnover Charts Training Devices 
- - Motion Pictures Training M Is Meeting Guides Quiz Materials 
SEE JAM HANDY” FOR Meetings Packages Slidefllms Tape Recordings Speech Coaching 
“ONE-STOP SERVICE” ON Television Commercials Pictorial Booklets Disc Recordings Pageants Projection Service 
Demonstration Devices Transparencies Promotion Pieces Stage Presentations Film Productions in Color 
THESE PROVED SALES TOOLS Screen Advertising Slides Poster Charts Portable Stagettes Field Surveys 
Skits Film Distribution Banners Meeting Equipment Convention Supervision 


{NEW YORK 19 DAYTON 2 DETROIT 11 PITTSBURGH 22 CHICAGO 1 HOLLYWOOD 23 
OFFICES | i175 Broadway © 310 Tamott Bide, © 2821 E Grand Bid, © 930-932 Penn Ave. ©  — 290NorthMichiganAve. © 5746 Sunset Blvd. 


IN NEW YORK IT TAKES (tt FB 


delivers this complete sales package 


SALES CONTROL OF THE NEW YORK MARKET 


Tuis is New York ...a hundred different markets in one, 
a huge complex pattern of sales areas. 

_ One basic requisite for the success of any sales opera- 
tion in New York is thorough knowledge of the market. 
Block by block, the Journal-American's Sales Control 
Manual provides you with the necessary localized working 
data that lead to volume sales. 

Part one ... desk top Sales Control is by far the most 
valuable guide to sales planning in the New York area. 
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: _ Drow. OF-PURCHASE MERCHANDISING 


~e 


Topay your product must get as much dealer cooperation 
as possible. In the Journal-American, your campaign can 
be backed by a heavy barrage of P-O-P merchandising. 

A fully trained staff of field men will build displays 
and secure valuable shelf positions for your product; in- 
terest non-stocking retailers; report on brand popularity, 
dealer attitudes and other helpful information. 

Part two .... Journal-American P-O-P merchandising 
backs your entire consumer advertising effort. 


Tre trends to self-service and automatic shopping demand 
that you pre-sell more families with consistent advertising. 

In New York, the Journal-American reaches far more 
families than the two other home-going papers... 123,000 
more than the second; 265,000 more than the third. 

Take advantage of this powerful program for sales! 
The combination of Journal-American circulation leadership 
and a sound merchandising program gives you New York's 
only complete, most successful sales package. 


Journals sgAmerican 
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A HEARST NEWSPAPER 


NATIONALLY REPRESENTED BY 
HEARST ADVERTISING SERVICE 
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about an old hand 
al producing 
cales-action | 


Looking for new customers? Want to step 
up sales leads? Interested in speeding up 
buying action? Seeking additional mar- 
kets? Jobs like these call for N.E.D.'s 
proved ability to produce results. 


Just off the press is a new brochure that 
graphically explains...how N.E.D. can 
effectively help you stimulate sales among 
200,000 buying influences in more than 
41,500 industrial plants of all types... 


why N.E.D. now is delivering more high | 
quality sales leads per dollar of advertising | 


than ever before. 


In this latest file of N.E.D. facts is up-to- 


date information on... how N.E.D. keeps 
abreast of constant changes and continued 
growth among all industries ... who reads 
N.E.D. and why... analysis of plants and 
markets reached by N.E.D.... reader 
response and factual reports on buying 
action from N.E.D. sales leads... and 
much other data to help you evaluate the 
job N.E.D. can do for you in the hard 
selling days ahead. 


If you haven't yet received this new in- | 


formative brochure, request a copy today. 


@ 68,498 COPIES (Total Distribution) 
@ 200,000 READERS 
@ in 41,561 PLANTS 


A PENTON PUBLICATION 


1213 West Third Street CCA 
Cleveland 13, Ohio 


QUIPMENT 
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ROP Color: It Can Help to Cut 
Your Advertising Costs 


How big is newspaper color today? Where can you buy it? 
How much does it cost? Who's using it and with what degree 
? These and a dozen other important questions about 
ROP Color are answered in this big wrap-up 

By Lawrence M. Hughes, Special Feature Editor 


of success 


Tell ‘em What's New 
And Capitalize 


Executives do read company news letters that offer helpful 
business information. It’s an intelligent way to promote 
(1) your industry, and (2) your company 


ATOMIC ENERGY 


400 Firms Eye Atomic Energy 
For Commercial Sale 


A growing number of private businessmen are beating a path 
to the Atomic Energy Commission's Office of Industrial 
Development. Reason: to get in on the ground floor of what 
is destined to be a gigantic new profit-making industry. 

By Jerome Shoenfeld, Washington Editor 


CONTESTS 


Todd Shot for 40% Increase, 
Contest Zoomed It to 167% 


And three months later sales are still climbing on checkwrit 
ing machines. Here is how to build excitement and success 
into a contest on an established line 


DISTRIBUTOR RELATIONS 


Top-Notch Distributor Operation: 
What Makes It? 


Congoleum-Nairn develops a soup-to-nuts program for efficient 
management at the distributor level. Objectives: maximum 
profit for manufacturer and wholesaler alike, maximum capi- 
talization of market potentials in each area. 

By Douglass L. Mann, General Sales Manager, Congoleum- 
Nairn, Inc 


GENERAL MANAGEMENT 


How to Think and Act 
Like an Executive 


Executive Operations Technique is the name for management 
training at Williamson-Dickie. It helps to put an “old head” 
on a junior manager much faster than before, and to make 
“old heads” more consistently successful operators. 

By C. D. Williamson, President and General Manager 
Williamson-Dickie Manufacturing C: 
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The Manager's a Key Man 
In the Variety Store Market 


You must reach him, you must sell him. You must find a way 
to get adequate counter display. Here’s where advertising in 
the merchandising papers can be indispensable 


By James C. Cumming, Vice-President, Anderson & Cairns, 
Inc 


Our Dieting Millions: They're 
Playing Hob with the Food Industry 


Part Il f three parts 

America’s white-hot interest in diets—largely diets to reduce 
is bringing about upheaval in many industries. Breads and 

cereals, sugar, soft drinks, and milk are being strongly 

affected. Herewith a look at what's happening 


By Etna M. Kelley. 


State Sales, 1952 


Seven Major Store Groups 


\ study of 22 Metropolitan County Areas 


PRODUCTS DEMONSTRATION 


See This Demonstrator? 
It Sells Hot Air 


No, Sales Management's editors are not trving to stick you 
Ihe product is an electric hand dryer, and it’s sold for use in 
institution and industrial washrooms. The demonstrator is so 
effective company salesmen “feel naked” without it 

By Theodore R. Ruwitch, Vice-President and Sales Manager, 
National Dryer Corp 


PRODUCT DESIGN 
This Table Was Born 


In a Hospital Room 


Out of the pain of a Canadian machinist has come a brand 
new business catering to comfort. But the first steps in market 
ing were as nerve-wracking as the cause of the table design 


By Fred Bell 


PUBLIC RELATIONS 


No Eyes to See 


Why Westinghouse supplies appliances for the blind 


SALES PROMOTION 


Factory Pickup Plan Finds 
Buyers for Coast Automen 


Save on the current price reduction. Save the freight on a 
new car. And have a vacation to boot.” That appeal, ene: 
getically promoted, paid off for Messrs. Gasser and Smith 


SELLING TO INDUSTRY 


Wanted: More Creative Selling 
For Products Sold to Industry 


Part I (of Five Parts): Better Selling Begins with Top Man 
agement 
By Alan | urner, Late President, Amercoat Corp., (in 


collaboration with A. R. Hahn, Managing Editor 
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10,384 


Advertisers 


38,942 


Advertisements 


Thomas Register for 
* 1953 went to press 
with this record. 


@ 93.4% renewal by the 9,956 
advertisers in the 1952 Edition, 
coupled with hundreds of un- 
sought testimonials attest to 
profitable T. R. advertising for 
diversified U. S. Industry. 


112 


Thomas Register produces 
Sales Leads, not mere inquiries. 
T. R. is not read for editorial 
content — it is consulted When 
56 Buying is Contemplated. 


The Only Paid Circulation 
in the field — 
ABC 96% Paid 


THOMAS 
REGISTER 


461 EIGHTH AVENUE — NEW YORK 1, N.Y. 
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Complex Sales Information 


made simple with fd 
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PERRYGRAF 0) 
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Complex sales information, statistic price information, engineering data 
can be combined into one compact simple and easy to read time-saving 


PERRYGRAF Slide-Chart. By pulling a slide or turning a dise wanted 


information is available immediately. PERRYGRAF Slide Charts are 


informative they make products easy to buy . easy to use 


These practical sales aids create worthwhile 
prospects . .. write for a copy of descriptive 
booklet that illustrates and describes how 
hundreds of other companies have used these 
business-getters to advantage, 


SLIDE-CHARTS 


Designers and Manufacturers 
PERRYGRAF CORP., 1502 W. Madison Avenue, Maywood, Illinois 
Representatives in Principal Cities 


EXECUTIVE OFFICES, 386 Fourth Avenue 
New York 16, N. Y. Lexington 2-i1760 
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\ very fine way! Because there are any number 
of territorial sales meetings at which a sound 
slidefilm can fill in for you. It’s the next best 


thing to your personal presence. 


For example, a sound slidefilm will tell and 
show your salesmen and dealers how to get 
more display space .. . how to develop local 
promotions .. . how to use selling time to best 
advantage. And many other programs you now 


handle personally 


\ sound slidefilm is made up of the film strip 


or visual part and the recording or audio part 


Your producer is the man who blends these two 
into a unified, effective tool for communicating 
your ideas. Hell certainly specify recordings 
made by RCA Victor, because he knows from 
experience that RCA Victor delivers the clean 
est, crispest sound attainable in slidefilm 


rec ordings 


Drop a inne to any one of oul offices for full 


1953 


details on RCA Victor slidefilm recordings and 
for a list of sound slidefilm producers in your 
area. 


630 Fifth Ave., New York 20, N. ) 
JUpson 2-501] 


Dept S-S80 


1I5N Lake Shore D) Chicago 11 Ill 
WHirenaus 4-3215 


1016 N. Sycamore Ave., Hollywood 38, Cal 
HOLLYwoop 4-5171 


Sy 


WIS MASTERS VOICE 


Custom Record 
Sales 


RADIO CORPORATION OF AMERICA 
RCA VICTOR DIVISION 
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NBC’S TV AUDIENCE LEAD OVER SECOND 
NETWORK CONTINUES TO INCREASE 


From the beginning of network television, NBC has consistently 


led all networks in audience delivered for advertisers. 
That lead is increasing. 


In 1952 the average NBC program—day and night—reached 
919,000 more homes than the second network. In 19538 NBC's 
average program has increased its lead to 1,312,000 


more than the second network—an increase of 393,000 homes. 


HOMES REACHED BY AVERAGE PROGRAM 1952 1953 
NBC 3,640,000 5,037,000 
NETWORK NO.2. 2,721,000 3,725,000 


An ever-expanding audience lead is another important reason why 


NBC is America’s No. 1 Network. 


Soon... further proof. 


NBC's Audience Advantage is to Your Advantage... Use It. 


2 TELEVISION 


a service of Radio Corporation of America 


sources: Nielsen Television Index, January-April, 19/2 and 1953, Average Sponsored Program. 
Ave rage pe r-minute audience tor both years. 
(Nielsen six minute audience not available in 1952.) 


NOTE: The accuracy of the above data has heen verified by the A.C. Nielsen Company. 
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How to make 
$10,000,000 
in sales 

in 8 months 


In eight months, Morton Brothers 
Long Island builders, sold 1,224 homes 
well over $10,000,000 in sales. WANT A PRETTY DAY? . . . want a good soaking rain? Here at headquarters of 


National Weather Institute they don't make weather but they'll tell you what to expect. 
One of every four of those sales came 


from advertising in The New York 
Times, says Peter J. McKenna, vice 
president of William von Zehle and 


Company, Morton Brothers’ advertis 
ing agency. € 
“Of the first 1,224 sales,” says Mr UMW 
McKenna, “734 were credited to 
newspapers, 448 were the result of 


recommendations, and the balance 


came from various other sources 


“Three hundred and thirty-six homes 

were bought by New York Times read 

ers outproducing by over 300% the Tailor-Made Weather 

newspaper with the next most impres 

sive record. The venerable company which will act as a banker of sorts, sing 

you a happy birthday, smooth things over with flowers and now 

will also keep you posted on the weather for next week, next month 

formula for successful home selling or six months ahead. For Western Union is acting as sales agent 

promote an outstanding value with for the private weather forecasting services of National Weathe: 

outstanding advertising in the columns Institute of Los Angeles. Some of its clients: General Electric, 

of an outstanding newspaper.” Atlas Chemical Corp., Anderson, Clayton & Co., Ethyl Corp., The 
Jantzen Co. and Airtemp Division of Chrysler Motors. 


“Here is incontestable evidence of the 


And it’s exactly that formula that 

makes record sales for advertisers of If you think W.U.’s usurping someone else's prerogatives by going 
hundreds of other products and serv into the weather game, you’re obviously not aware that in 1869 the 
ices. Because The New York Times company issued what was either the first or the second (the com 
reaches end selis hundreds of thou pany rather thinks it was first but doesn’t want to go out on a 
wire) weather map published. And, as a spokesman said, W.U. 
has always had a weather service informing people, for a fee, of the 
U.S. Weather Bureau’s findings. This new service, however, is a 
tailor-made thing. It is used by companies, big and small, business 
Thhet's why thes have wade The Mea men and farmers whose income is sharply conditioned by weather. 


sands of bigger-buying families, ad 
vertisers make bigger sales, and profits 


in The New York Times 


York Times first in advertising in the ‘ , ‘ — : ‘ me 
' Back in November, 1949, Western Union—looking for auxiliary 


services as part of its diversification program—got interested in 
— National Weather Institute. An advertisement by the weather 
forecasters in a business publication flagged the attention of a 


~ ~ f ome W.U. executive. Before taking or National Weather Institute 
Che New York Cimes W.U. ran test i 


a sales in Texas and spent two previous years 


world’s first market for 34 consecutive 


NEW YORK, BOSTON, CHICAGO, DETROIT che k ny National Weather 's accuracy record. ] he | exas test Was 
sili, piledilanini eels ieee a bonanza, For Western Lt nion discovered that weather seems to 
iffect almost everyone: The grower must know how long | 


’ 
season will be; the ginner wants to know how large a crop he 


should plan for. The retailer of diesel oil doesn’t want to be 
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mighty interesting’ read ng 


Many a businessman burns the midnight oil when his favorite business paper comes 
along. Successful restaurant operators are no exception. It takes a fresh source of 
usable ideas, menus, methods for improving service and cutting costs to meet 

and beat competition. 


That’s where RESTAURANT MANAGEMENT comes in! Many thousands of restaurant 
executives have made it a profitable point to study its pages each month since 1918. 


Advertisers have found its pages profitable, too! 


1953 


“America Eats Out’’— a 16 mm sound fim pro- 
duced in full color is available for sales per- 
sonnel, advertising agencies and other group 
meetings. This documentary outline of the 15 
billion dollar food service industry, dramati- 
cally portrays America’s eating-out habits and 
offers sound sales ard merchandising plans for 


selling to the restaurant field. 

This film was jointly produced by the 
National Restaurant Association, Restaurant 
Management and American Restaurant maga- 
zines. Copies of the film are available for 
showing. 


Write today. 


AHRENS PUBLISHING COMPANY, INC. publishers of 


71 Vanderbilt Ave., New York 17, New York 
201 No. Wells St., Chicago, Il. 


Restaurant Management, Hotel Management, 
Restaurant Equipment Dealer, Hotel World Review, 


Travel America Guide, Frozen Food Age. 


If TAKES ILLINOIS’ caught short in 
LARGEST 
nd EVENING which hold the farmer's mortgage know how much weather means, 
4 4 B 


to them and to the farmers. The insecticide people, the irrigation 
Ty ” < a . ‘ 
NEWSPAPER people, the department store which counts on the farmer’s patronage 


(Chicago excluded) all will feel the weather in that sensitive area of the pocketbook. 
The DAILY 
One Vexas farme . Teste Tr “nresent » t 
> mr - > — One Pexas farmer told the Western Union representative that 
, if his weathe: report could hold out a promise of rain within 
three or four days it often meant he, in turn, could hold off irrigating 


his land at a saving of $1.00 an acre. On a big Texas ranch that 
means real money. 


an emergency; the agency selling farm implements 
an go broke overstocking in case of a poor season. The banks 


So, afte Texas W.U. enlarged its sales test to a 26-state area, 
again the test proved successful and on the first day of 1953 the 
to Deliver company went national as sales agents for National Weather. 


BLOOMINGTON 


A Standard 
Metropolitan County Area 


In addition to a long-range, or six-month forecast, W.U. can 
provide a short-range summary. “This comes to the subscriber twice 


weekly by night letter. And in case of a sudden change in weather 
pong ew eS ce ae hen subscribers get special warning telegrams. Consequently complaints 
ever. For the first time, S. M.'s Survey Of are few—especially since, according to W.U., National Weather’s 
Buying Power designates the rich Bloomington : : fc ; . : So, Nor 

marae? 6s @ Gtunderd Wetrenciiten Gsenty error percentage for long-range forecasts is only about 1507. Nor does 
Aveo e so this wont potential wilt the only Western Union consider itself in competition with the U.S. Weather 
media offering compiete covera ’ . . 

° - a Bureau. National Weather gives custom weather reports, tailored 


g 
to the subscriber’s need—a service which the U.S. Weather Bureau 
makes no attempt to duplicate. 


IMUGIG PE ) Advertising charts, supplied to subscribers and used by them as 


promotion, give weather forecasts a month in advance, with tempera- 


* Copyright 1953—Sales Manage 
ment “Survey of Buying Power’ 


4 
“ SOOMINGTON, ILLING, © 


o/ 


x Ps ture and precipitation data for the entire U.S, These charts, in three 
ris’ Home Newspaper Since 18g, colors, are broken down into 38 weather zones. Regional charts 


also are available. 
Represented by Gilman, Nicoll & Ruthman ils wailable 


Where does National Weather get its data? From ships at sea 
+ . : ° ‘ ° 
Don't Miss... and thousands of land stations; from radio-equipped balloons which 


furnish information on wind direction and velocity, temperatures, 
pressures, humidities and other technical data from altitudes about 


v aon 100.000 feet. 
Gales oy MARKETING 


magazine or Ps ‘ ‘ 
The War gave the science of weather forecasting a tremendous 


impetus. Where the lives of millions often hung on weather it was 
vital to get the most accurate possible information as fast as possible. 
National Weather Institute, which makes uses of all the Buck Rogers 
inventions—or so they seem to the layman—developed during the war 
for accurate forecasting, can trace weather as far as its birth. 


Storms or low- and high-pressure centers travel eastward across the 
Pacific in about six days; across the U.S. in another five. Conse 
quently trained meteorologists are able to watch a storm, born off the 
China Coast, and chart its progress and behavior all the way to 
England and beyond, if necessary. And the company has a file of 
weather dating back 50 years. Since weather does follow patterns, 
such a file provides data for scientific studies. 


This is the most com- Department stores, today, base their sales operations partly on 
plete collection of Corporate weather. It would do Gimbel’s, for instance, no good to promote 
Christmas Gift ideas and com- screen doors in January. And it would also do the store no sales good 
pany practices ever made to find itself with no umbrellas during a wet season. Bakeries are 
available. (Sept. | issue) almost completely victims or beneficiaries of the weather. People don’t 

. ‘ . like to buy cream puffs and similar delicacies during hot weather. And 


so it goes. Every business seems to be affected by weather. 
You'll find the answer to 


many of your own questions. _ ae 

What your own program should If if sounds technical it also seems to be- as 1s attested by the 
be . . . What other companies raft of grateful letters W.U. has from important companies— 
do . . . How much they spend successful. Mark [Twain would have to amend his words. No 
.. . What they give. one can do anything about the weather, per se, but the next best 
thing is to be prepared for what's coming. 
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EXPANDING MARKETS 
CALL FOR MORE 


apital 


@ ROCHESTER 


@ BUFFALO 
ELMIRA @ NEW YORK 


% MINNEAPOLIS CORNING NEWARK 0% 
ST. PAUL 


Capital Airlines has 


« 
become a vital transportation MILWAUKEE 


facility because for aseneas 


26 years its primary interest 
has always been the development 
of volume inter-city business. 
Better, faster, more flexible service is 


Capital’s pledge toward continued regional KINGSPORT 
JOHNSON CITY 
development. It goes without saying — 
: KNOXVILLE@ =e e 
expanding markets call for more Capital. ASHEVILLE CHARLOTTE 
HENDERSONVILLE 
CHATTANOOGA @ 
MEMPHIS 
© —_ HUNTSVILLE © 


& 
ATLANTA 


MOBILE 
2 Me 
WEW ORLEANS rad %, 
> 


Over 500 flights daily serving 
the Heart of Industrial America 


General Offices: Washington 1, D.C. AIRLINES 
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Nor MANY YEARS AGO monosodium glutamate was 
the ugly duckling of the food processing industry. 
Its name lacked sales appeal. Just plain homely. Its 
reputation wasn’t too well established either. The 
government even called it artificial flavoring and 
seasoning. Though food processors were becoming 
aware of its value in enhancing and holding natural 
food flavors, they were reluctani to put it on their 
labels. Consumers shied away. Remember? It was 
a horrid word. Now, only a few years later, this 
large Ac’cent plant at San Jose, California, has been 
expanded for the second time to keep up with the 
demand for monosodium glutamate. 


Well, what happened? What changed the buying 
habits of millions of housewives? What made it 
possible for food processors to put out better tasting 
products and thus win more customers, more repeat 
sales? 


A few years ago, 1947 to be exact, Ac’cent launched 
an educational campaign. It was the first serious 
attempt to tell producers and consumers about the 
benefits and value of monosodium glutamate. It is 
a continuing program...the most extensive to date. 
It has been so successful and so effective that con- 
sumers now not only accept monosodium glutamate 
on labels, they look for it! 


Like the housewives’ attitude, the government 
view changed, too. It was influenced partly by the 
Ac’cent educational campaign and partly by our 
research work which has greatly extended knowl- 
edge of this remarkable food product. 


_ Ae’cent has carried on research since 1946 on 
almost every phase of monosodium glutamate - 
new uses, practical application methods, uniformity 


of crystals. Most of the information that exists has - 


been developed by Ac’cent, whose sole job is the 
making of pure monosodium glutamate. As a result, 
no other manufacturer of monosodium glutamate 
has such a vast and complete store of scientific 
information on the subject — much of it unpublished. 


No other manufacturer of monosodium glutamate 
has the invaluable technical service that Ac’cent 


— 


AMINO PRODUCTS 
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World's Largest Plant Producing Monosodium Glutamate Exclusively. San Jose, California 


can make available to you. Our 75-man research 
and development staff is ready to help you imme- 
diately with specific solutions to your specific prob- 
lems, even to the point of designing new machines. 
This service, of course, is yours for the asking —one 
of the extras you get with Ac’cent’s always depend- 
able crystals, the most standard and uniform in the 
industry. 


Many of the leaders in the food industry already 
have used our facilities. In fact, a list of our custom- 
ers would read like a Who’s Who of the food 
processing industry. And an important thing to 
remember is that many of them are becoming lead- 
ers after consulting and working with Ac’cent 
technical service people. 


To meet their growing needs, our customers are 
assured of a steady supply of monosodium gluta- 
mate—for Ac’cent, the world’s largest producer ot 
pure monosodium glutamate, has convenient ware- 
house stocks located in every key market. The 
expanded capacity of our plant at San Jose is further 
insurance against a possible supply shortage. 


The next time you order monosodium glutamate, 
specify Ac’cent. You get so much more when you do. 
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IOWA PEOPLE 
Wha Play hove 
BY RADIO! 


lowa Radio Users Spend More Than Twice 
As Much Time With Radio As With 
All Other Media Combined! 


Ever wonder what women do, all day long? Well, we 
know so far as lowa radio users are concerned 
information gathered from thousands of diaries kept 
for the 1952 lowa Radio-Television Audience Survey. 
Here it is: 


WEEKDAY WOMEN (Over 18) 
Using the radio 5.75 HOURS 
Watching television 1.56 
Reading daily newspaper 0.49 
Reading weekly newspaper 0.08 
Reading a magazine 0.39 
Working in the home 6.06 
All other (eating, etc.) 3.35 

Total, at Home and Awake* 12.90 
*Above figures are for in-home listening only—do not include 
hours spent listening to car radios, etc. Column does not add 


to this “Total home” figure because of multiple-activity by 
some individuals. 
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Please note that lowa women spend more time with 
radio than with any other single activity except working. 


lowa people spend more time with WHO than with 
any other lowa station. Write for your copy of the 
Survey, today. You'll find it invaluable. 


inl © 


+ for lowa PLUS # 


Des Moines . . . 50,000 Watts 
f Col. B: J. Palmer, Presitient 


P. A. Loyet, Resident Manager 


& 
<E Cr FREE & PETERS, INC. 


National Representatives 
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Who's to Blame for Poor Salesmanship? 


When a poor salesman walks out of a purchasing agent's office the 
p. a. is less likely to blame the salesman than he is to blame the man’s 
boss, the sales executive. A salesman’s failure to demonstrate and 
apply knowledge of the product, and of his prospect, appears to be 
regarded by purchasing agents as a failure in sales selection, training 
and supervision. 


“Do you believe,” Purchasing asked 1,000 readers, ‘that the popu- 
lai expression ‘Salesmen have forgotten how to sell’ is a fair state- 
ment?” 


Readers obviously hold strong opinions on the subject because 
Purchasing received quick responses from 480 of them. Their an- 
swers, published in the August issue, reveal remarkably divided 
opinion. 


Fifty-eight percent of the 480 respondents think that the salesmen 
who call on them have “forgotten how to sell.” But a strong minority 
of 42% stand up for the high caliber of salesmen to whom they are 
exposed 


“Ti re are entirely too many sales eXeE( utives,”’ bluntly states the : . 
‘“ IVE yvouradyertising more power! 
p. a. for a large foundry, ‘“‘and not enough down-to-earth fundamental 
. I Get it out of the rut with Switzer 
salesmen who know how to meet their customers, have something con 
" ’ ” DAY-GLO* Davlight Fluorescent 
structive to ofter and render a service. ' 
Colors. They're up to four times as 
. bright ad visible four times as fat 
Another buyer places the blame on the poor sales-buying relation e 
7 as the brightest of ordinary colors. 
ship with these comments: “Salesmen have been encouraged to con- 
entrate on personal contact and leave all other problems to the home Phere are licensed Switzer DAY-GLO 
office. In a competitive era they will have to know more about thei craftsmen near you, eager to show 
produc t, its cost and its practi al appl cation to the buyer's use.” you how to use “Phe Brightest Colors 
in the World” —make all your adver- 
From the purchasing agents’ point of view, sales executives could tising look better and work harder 
well devote more time to giving salesmen more knowledge of product, for you. May we put you in touch 
and training in ways to present that information in terms of prospec with each other? 
tive user benefits. 


In answer to Purchasing’s question, “Would you say, generally, 
that there has been any noticeable change in the quality of industrial 
salesmanship to which you have been exposed?” the respondents 
reported: 25% believe it is now better; 67 detected no change; and 
$O% think t is poorer. 


Competition is increasing for the purchasing agent’s time. Seventy- 
one percent report that there has been a noticeable increase in the 
number of salesmen calling on them in 1953. Are they using their Papacy ea a 
call time wisely Sour oun DDALELD cote 

choices and comparisons 


Send for vous 


copy —today ! 


ent of calls made to date in 1953 by salesmen are classi 
ie” by 58% of the respondents. 


The dilemma of the purchasing agent—and of the sales executive | SWITZER BROS., ie 


. \ | S mr ¢- “Nie S » > PMI NN 
is pointed up by this p. a.’s comment: New salesmen of seemingly FIRST NAME IN FLUORESCENT COLORS 
highe: quality are making introductory calls, while the new salesmen 4732 St. Clair Ave. + Cleveland 3, Ohio 
ot seem nely lowe: quality are really trying to sell a product but they IN CANADA. STANDARD SALES COMPANY 
seem to lack training or experience.” 4097 Madison Avenue, Montreal 28, Quebec 
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Sailing the river that flows 


from Detroit to the world .. . 


How practical is the contemplated Great Lakes 
St Lawrence River seaway? What does it mean to 


the nation? and to Detroit? 


To give its readers first-hand answers to these 
questions, The Detroit News sent staff reporter Bill 
Lutz out to see 


Just a few blocks from The News’ building, he 
hopped an ocean freighter bound for Holland 
via the Detroit River, Lake Erie, St. Lawrence River 
and the North Atlantic 


His series of daily articles, written en route, 


aroused tremendous local, national and international 


interest. They pointed out the feasibility and eco- 
nomic advantages of a waterway that would benefit 
the entire nation, and make Detroit one of the great 
ports of the world 


This inborn desire to report the news with its 
own eyes, and with hometown appeal, has made 
The Detroit News the accepted home newspaper of 
the great city of Detroit substantially first in 
trading area and in total circulation, weekdays and 
Sundays. Its community acceptance is reflected in 
its ability to sell goods for advertisers who spend 
more money with The News than with both other 


Detroit newspapers combined. 


450,054 Weekdays 552,238 Sundays {BC March 31, 1953 


The Detroit News 


THE HOME NEWSPAPER 
owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH 
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Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Both types of salesmen are working—their call reports attest that. 
But as we have asked many times, “Are they working right? 


The purchasing agent looks at the salesmen from another stand 
point. When p. a.’s were asked “What proportion of calls do you 
consider truly constructive,” 49° of the respondents said that they 
find that only 1066 of the calls are helpful! 


Obviously there isa bridge to be gapped. And it is hardly a sul 
prise that the major responsibility lies with the salesman’s boss—the 
sales executive 


‘Could this situation [poor salesmanship] be met more effectively,’ 
asked Purchasing, “by better sales management and sales training 
than by increasing the number of salesmen?” 


The vote: “Yes” 87%; “No” 9%; “Undecided” 4. 


; It s voul move,” Say purchas ny agents to sales executives 


Still Poor Drivers 


For whatever comfort they may derive, traveling salesmen now 
rank No. 61 instead of No. 62 in a new study of driving records by 
occupation, 


We're indebted to Thomas C. Morrill, vice-president, State Farm 
Mutual Automobile Insurance Co., Bloomington, Ind., for the new 
figure. His company has just issued a survey comparable to the one 


made in 1949, 
It's Your DSA 


This statuette—and its likeness in a lapel pin 
is well on the way to national recognition. It is a 
symbol of salesmanship. Its recipient has been sin 
gled out, through competitive rating, for selection 
as a distinguished salesman. 


Salesmen in 30 cities were honored last’ veai 
by sales executive clubs affliated with National 
Sales Executives, Inc. at salesman’s award presen 
tations. The Fort Worth Sales Executives Club has 
held salesmen’s banquets for 24 years. In Los 
Angeles the award is known as the Sammy; in 
Washington, D.C., it is the Star Salesman; 
Cleveland it is the Top Hat; and in Dallas, 
Distinguished Salesman’s Award. 


“The Distinguished Salesman’s Award,” says 
the Sales Executives Club of New York, which 
will sponsor the award for the first time on January 
12, 1954, “is based on one of selling’s first) prin 

ciples—the principle that says ‘better selling comes from bette: 
ecognition and more highly honored selling effort’.’ 


By honoring top individual salesmen, the profession ot selling 
builds prestige for itself. The salesman is not only a member of 
t company team, but he is part of a national profession. ‘“Thei: 
accomplishments,” said the Memphis Sales Managers Club at its 
l4th annual Distinguished Sales Award Dinner in 1952, “have 
nade more real the ideals of free competition in our American 
economy. Through their services, their ingenuity, their standards 
of decency and honesty, they have reinforced our faith in the ability 
of American bus ness to raise our standards of living through better 


selling.” 


he idea of the Distinguished Salesman’s Award is spreading 
rapidly. We predict that every one of the 158 clubs that make up 
National Sales Executives will soon sponsor the award in thei 
cities. It is an activity in which all of us in selling can be proud 
to play a part 
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Compe. 
BUYING 
POWER! 


MIDWEST 48 mower STATES 
UNIT 2 
SUBSCRIBERS 


216% 


U.S 
AVERAGE 

40 
STATES 


PER CENT OF FARMERS WITH INCOMES 
OF $10,000 A YEAR AND OVER 


New U.S. Census Bureau 
Facts will sell you... 
and Help you SELL 


Your sales potential is 
highest where farm income 
is highest. In the 8 Mid- 
west states served by the 
Midwest Farm Paper Unit, 
farm incomes are more 
than twice the U. S. aver- 
age. This fact is just one 
of many in the new special 
study by the U. S. Census 
Bureau that will simplify 
your farm sales problem, 
Write us for your copy. 
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Sales Offices: 250 Park Ave., New York 17... 
59 East Madison St., Chicago 3 Russ Build 
ing, San Francisco 4 1324 Wilshire Blvd, 
Los Angeles 17 505 N. Ervay Street, Dallas I 
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Another reason why Architectural Record leads 


its fleld by 1000 advertising pages a year... 


THE WAY ARCHITECTS AND ENGINEERS 
RATE ARCHITECTURAL MAGAZINES 


One way to find out how architects and engineers rate architectural 
magazines is to ask them yourself. 


Scores of building product manufacturers and advertising 
agencies have done this in recent years. 


In 50 out of 56 readership studies (sponsored by advertisers and 
agencies) for which results are available 

and in all sixteen such studies since January 1952-— architects and 
engineers have rated Architectural Reeord first. 


The evidence of all these studies is available to vou 
but you need not rely upon that alone. We urge you to conduct 
your own magazine preferen e study among architeets and engineers 


who are known to be aetive prospects for vou products, 
We beheve the results will five you one more good reason for 
joining those leading building product manufacturers and 


advertising agencies who today are putting Architectural Record 
ahead at its fhe ld by 1.000 advertising page Sad vear, 


F.W. DODGE 


J Architectural 
Record #: 


Four more reasons why 
Architectural Record leads its field 
by 1,000 advertising pages a year: 


lL Editorial timeliness and bal- 
ance: Hditoral content is balanced 
scientifically with the aid of Dodge 
Reports in terms of all types of 
buildings architects and engineers 
are currently designing— the types 
of buildings that mean business 
for architects engineers and 
advertisers. 


2. Editorial quantity: Ihe Record 
consistently carries more editorial 
pages than any other magazine 
serving architects and engineers 
(30° more in the first six months 
of 1953) 


3. Verifiable market coverage: 
Architectural Record not only 
serves more architects than any 
other technical magazine but it is 
the only magazine that can docu 
ment its market coverage with 
Dodge Reports. Actual check of 
Dodge Reports consistently shows 
coverage of the active architects 
and engineers responsible for 85% 
of all architeet-designed buildings. 


4, Lowest cost: Ie page of ad 


CORPORATION vertising...per thousand 
Istanbul Hilton Hotel, Istan- 19 West 40th St architects 
Turkey. First presented New York 18, N. Y 


Xford 5-300 


4h 4 hf 4 hf 
Fhe Ten Top 


Magazine Advertisers 


in Detroit place 


14.3% 


$F, OF THEIR DETROIT ADVERTISING IN 
~ Y 
Mamie Ohe Detroit Free Press 


f| * To influence the 3,000,000 people in the 


or Detroit metropolitan area market or to point 


( 
a. || Uy, One| big automotive schedules their way, America’s 
’ 
We 1s ia 3 


ews WS 


OO td (iv lo epi Free Press offers them their best route to fast 


major magazines have concluded that The Detroit 


action. During the first five months of 1953, the 
ten top magazine advertisers placed 74.3% of 
their Detroit advertising in this newspaper. Dur- 
ing 1952, the ten top magazine advertisers 
placed 56.0% of their copy in The Free Press. 


eT Ee N\ 
CN \? say : No matter what you have to sell in the Detroit 


= and Michigan market you can always count on 
joe }" FP 


the coverage and influence of The Free Press. 


Che Detroit Free Dress 


“America’s Most Interesting Newspaper” 
JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, INC NATL. REPRESENTATIVES 


SALES MANAGEMENT 


TRENDS 


As seen by the Editor of Sales Management for the fortnight ending August 15, 1953 


HOW WILL PEOPLE REACT? to place more importance c—on supplying con 


N } t ral, rel able buy ny mtormation., ‘| he take-it-o1 
ow that we have a truce in Kore: it attitude, the medicine-man pits h and the velvet 
, glove approach of the past will not be good enough in 


conclusions but various straws in the wind make it 
our ete 


2 


the effect on spending It’s too early to draw 


ctronic tomorrow. Lhe salesman must be able to 


| 
ve > that pe , , e sp 
very poss ble tia people will spend MLOFe treely, ¢ pe desc1 be the true idvantages ot the new automat d sh 
more § mnre iteme > anne " — 

as more and more items are appearing in the new i) washer in such a wav that the housewife will convinces 


> . . . ak “o ‘ » ] s\ ‘) th 
eftect that every y is going to be rosy ‘ herselt ot her need tor one. He must alert himself to 


+ * 4 , } 
of the yea see new wavs his product can serve his customer. He 
must know its disadvantages as well as he knows its good 
points. He must make the intimate acquaintance of his 


compet tor’s product. He must know pricing, and he must 


Current mid-year statistics do not indicate the in 
minence of the much-advertised coming slump. The 
very conservative National City Bank of New York savs know the profitability of his line. 
in its July letter “despite wide-spread feeling that this 


record break ng activity represents the top ot a boom, “All of this calls tor training ind it calls tor more 
, y me P 1 > re there 7 yy = ; " 
and is borrowing something from the future, th gas salesmen, It is estimated that industry needs at least 


are tew signs that any great falling off is imminent. 600.000 more salesmen than it has.” 


There are UNeXper tedly good reports on business activity, 
public spending, earnings and employment. Incidentally, 
SALES MANAGEMENT in this department of the magazine SELLING MUST BE SELECTIVE 
has been consistently skeptical for the past 10 months o1 
so about the almost unanimous opinion that the nation Whether or not we have any recession worthy of the 
was heading for a fall in the second half of this name, the makers of all products with the possible ex 
year, we see no reason to reverse our optimist attitude. ception ot the very low-cost quick consumption type must 
be more selective in their selling to achieve maximum 

Sut going to be “selective prosperity,” with one success. When we speak about selectivity we mean 
ndustry after another forced to solve special situations. selectivity in the markets chosen for intensive cultivation 
We have seen it in appliances and apparently we are selectivity in the size or type of stores, selectivity among 
now seeing it in the automotive field where brand types of consumers, particularly by income levels. 

‘appearing in some used cal lots. 
Dr. Simon Kuznets of the National Bureau 

Up to this pou however, many of the ove 
(or under-sold ndustries have made satistacto 
justments. The TV industry, tor example, which every 
one said was headed ¢ real trouble, is on the uy 
again after a seasonal cut-back and the inve 
manutactu e low. There’s even talk ot 


hike. 


BUT WE DO NEED SALESMEN 


A few weeks back, Craig R. Sheaffe: ssistant S 
cretary oft Commerce made SOT E pertinent comments 
about the need to salesmen comments based on h 
practical obser itions while heading an mportant 
manutacturi mpanyv and the broade horizor 


has in the Department of Commerce. 


Since according to Sheafte 
people enyvaved in sales work has l 
vet the prod MEREDITH BRINGS ADVERTISERS TO PLANT 
than 10007. “’ > davs ahe: reguil hh: hrin This summer Meredith Publishing Company's |2-passenge 
our selling strength mere closely in ne with ou rodu Lodester is being kept busy in an effective and ingenious 


tive strength. W ability to produce 120. million fashion. Each week it is sent to a different city and brings 


ingot tons of ste seven nullion motor vehicl back to Des Moines important advertisers and agency execu 


billion barrels of petroleum products—we must renew ou tives. At the plant they see how the Meredith magazines are 
] 


ab lity to sell these th nys. The market potentia s there turned out they visit with editors, discuss promotion and 
and p oducts as yet undreamed of can be marketed to merchandising projects with the Meredith staff 
warrant even higher prod ates—but these markets The phctograph shows a plane-load of Syracuse and 
must be developed and exploited. And that demands Rochester executives, with Meredith advertising heads 
better, lower-cost distribution and more. skillful selling Included are executives of Will & Baumer Candle Co 
Atlantis Sales Corp., Iroquois China Co., Revere Copper & 
“T believe that sell ng ind ad\ neg n riy \ Brass, Inc., Barlow Advertising Agency 
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nomic Research has been studying income and purchasing 
trends and has reached the conclusion that 50% of the 
population in the highest income groups may account for 
as much as one-fifth of total disposable income during 
a recession, and as mut h as one fourth during a full- 
fledged depression. Today the share of this top 5% is 
only 170% of total disposable income. More important, 
the market for products traditionally bought by upper- 
income groups remains fairly steady even during severe 
contractions in the mass market. 


The upper-income group referred to by Dr. Kuznets 
are families having an annual per capita income of at 
least $2,300 in 1947-48. Adjusting for price movements, 
h Institute of America points out that today 
a family of three with an income of $8,000 would just 


squeeze into the top 5¢€¢—but that this lower limit is 


the Researe 


misleading in a way because the average income for 
families in the upper-income group is substantially higher 
than the lower limit—probably about $40,000 today. 


SALES NIANAGEMENT believes so strongly in the im- 
portance of breaking down income by spending groups 
that it has invested thousands of dollars in a new study 
which will be published for Metropolitan Areas in the 
issue of November 10. It will show for all consumer 
spending units (households plus unrelated individuals 
such as those living in institutions and hotels) a break 
down of the following income groups—$0 to $2,499; 
$2,500 to $3,999, $4,000 to $6,999 and $7,000 and over 

of the percentage of consume! spending units in each 
group and the amount of the total income of the com- 
munity which each group possesses. Hitherto the only 
reliable data available about income have been the gross 
and net dollar figures, and per capita and per family 
deductions drawn from them. 


The new figures clearly point to individual patterns 
even among cities which are almost identical In average 
income. One may achieve its average by a high percentage 


FARMERS NOW WHISTLE AS THEY WORK 


Firestone Tire & Rubber Company has developed a tractor 
radio which is not only foolproof but dustproof, shockproof 
and waterproof. Here they demonstrate its waterproof 
qualities as the operator has shifted from a major league 
ball game to the latest in stock quotations. Maybe this will 
help to keep the boys on the farm. 


of people in the middle-income groups, with low percent- 
ages in the top and bottom groups—or it may be like New 
York which is very high in the low-income group and also 
very high in the upper-income group, but correspondingly 
is smaller than almost any other major market in the 
middle groups. 


SPENDING BY INCOME GROUPS 


The continuing Federal Reserve Board studies of con- 
sumer finances, purchases and buying intentions reveal 
general optimism by the buying public during the first 
half of the year. Prospective purchasers of automobiles, 
furniture and major appliances are greater in numbe1 
than in 1951 or 1952. 


Actual purchasers last year when broken down by 
income groups confirm the point made by Dr. Kuznets 
in the preceding item. Example: 250% of consumer spend- 
ing units in the $7,500 and over group bought new 


cars, but only 20% of those in the $2,000-2,999 group. 


Furniture 
and Major 
Household 
Automobiles Automobiles Appliances 
Under $1,000 0 
$1,000- 1,999 

2,000- 2,999 

3,000- 3,999 

000- 4,999 

OO0- 7,499 

500 and over 


Money Income New Used 
Before Taxes 


Automobiles, new or used, now are owned by 60% of 
all the consumer spending units in the nation (by about 
75¢@ of all families), with one out of every 20 possessing 
two or more Cars. 


SIGNIFICANT SHORTS 


A good sales meeting technique has been devel- 
oped by Ray-O-Vac Co. to introduce its men to one 
another. As each man comes forward at a sales meeting 
to be introduced, a large picture is projected on the screen 
behind him. ‘This picture is taken in the salesman’s home 
town, in front of his own house, and includes his entire 
family, plus dogs, cats or pet parakeets. 


A money-saving idea tor dealer house organs has 
been devised by the Genesee Brewing Company ot Roch 
ester. ‘Their house organ, which is distributed every 
second month to 50,000 license holders in New York 
State, is issued in two editions—one tor taverns and one 
for food stores. Both editions are identical except for the 
third page which the company devotes to material appli- 
cable only to the type of readers to whom it is mailed. 


General optimism is expressed in the number of 
corporations being formed. According to Dun & Brad- 
street, Inc., new business incorporations tor the first hal: 
of the year were the highest in six years. June was the 
seventeenth successive month to record a gain over the 
corresponding month of the previous year. 


PHILIP SALISBURY 
Editor 
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1,310,000 


IOWA PEOPLE 


read THE 


DES MOINES SUNDAY 
REGISTER 


86.8°/, Have it Delivered to Their Homes 
. as reported by the Advertising Research Foundation in its first 
statewide audience study of 14 Sunday newspapers circulating in 


lowa. 


For complete facts on where these people live, what they 
earn, what they own, see “A Study of The Des Moines 
Sunday Register Audience in Iowa.” For details on how to 
get your copy, write Advertising Research Foundation, Inc., 
11 West 42nd Street, New York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


..an "A" Schedule Newspaper in an ''A-1"' Market 
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EXECUTIVE OPERATIONS PATTERN 


IDENTIFY 
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CONTROL 
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PRODUCE 
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COMMUNICATE... FIGURES 


COORDINATE 


or 


SUBJECT 


RELATIONS 


SATISFACTION 
CONDITIONS 


How to Think and Act 
Like an Executive 


Executive Operations Technique is the name for manage- 
ment training at Williamson-Dickie. It helps to put an "old 


head" on a junior manager much faster than before, and 


to make "old heads'' more consistently successful men. 


Based on an interview by Mary K. Pirie with 
C. D. WILLIAMSON 
President and General Manager 
Williamson-Dickie Manufacturing Co. 


Most Saturday mornings, if vou 
dropped in at Williamson- Dickie 
Manufacturing Co. Fort Worth, 
Tex., you'd find executives holding a 


~ practice session. 


24 


What they practice: “thinking and 
acting like an executive.” 

Saturday's session tends to make 
such thinking and acting an all-week 
habit. The habit has many profitable 


© Copyright 1953 
C. D. Williamson 
Fort Worth, Tex 


by-products among them, better 
sales planning, and closer coopera- 
tion of sales, finance and production. 

Krom sales executives, “executive 
thinking and acting” sifts down 
through sales ranks. ‘Today,’ says 
C. D. Williamson, president and gen 
eral manager, “it’s not too unusual 
for a salesman to write us an obje 
tive analysis of his territory’s cond 
tions—and to add carefully-thought- 
out suggestions tor increasing sales of 
Dickie work clothes.’ 

How does an executive function at 
the highest level of effectiveness ? Can 
you teach an executive to become a 
better one? In the early 1940's, 
C, D. Williamson began to ask these 
questions of everybody who seemed 
qualified to answer. Repeatedly he 
heard: ‘“‘A man’s either an executive 
or he’s not you can’t generalize 
about what makes him successful or 
unsuccessful.” 

But Williamson felt sure that 
executive skill could be analyzed, and 
that its basic factors could be isolated 
for study and practice. Aided by his 
own top executives and business ad- 
ministration specialists, such as Pro- 


SALES MANAGEMENT 


Har 


R. Towl of 


Tessor An ew 

ard, he | esentl set out to devise 
a prow edure tor in proving executive 
talent. 

Today, W-D executives practice 
an “Executive Operations Tech 


nique” developed at 
one million dollars (consultant 
and Williamson's own time, in 


cluded). W-D considers EOT worth 


cost of almost 


tees 


every dolla: with increased sales 
and greater over-all efficiency of oper 
ation, 

On Jan. 14, 1950, after a year’s 
pilot run at v-p level, EOT was 


extended to include home office heads 
of all departments. ( Assistant mana- 
gers have been added gradually, and 
at this writing they all attend EOT 
sessions. No one under assistant man 
ager rank attends. ) 

In 1951 (after EOT had taken 
hold), sales rose to $15 million, as 
in 1950 and $10 


against $13 million 


1949, 


million in 


*Director of Case 
ite School of 
Harvard Univ 


Development, Gradu 
Business Administration, 
ersity. 


BEHIND EOT is the desire to sell more 
matched work pants and shirts. At the 
right is C. D. Williamson, son of one of 
the founders of Williamson-Dickie 
Manufacturing Co., Fort Worth, Tex., 
who is now president and general man- 
ager. 


W-D's 107 salesmen sell through more 
than 9,000 retailers in 48 states. Sales 
in 1952 were approximately $17,200,- 
000. In 1922 they were $69,000. 


The company now employs 2,400. 
Thirty-one years ago there were 35 em- 
ployes. 


Williamson joined U. S. Overall Co. 
in 1920. He has worked as a rag baler, 
clothes spreader, correspondence clerk, 
and superintendent. His father, C. N. 
Williamson, and Col. E. E. 
bought U. S. Overall in 1920 for $12,500 
and formed the present company. 


Dickie 


( The 


sales n) 


neeren had set 
1952's sales goal at S318 million; sales 
that vear totaled $17,200,000 as 


against the $15 million of 1951.) 
EOT has two basic purposes: To 
teach the experienced executive who 
has been “‘plaving by ear,” to “read 
notes” so that he may participate with 
and in closer harmony 
with his associates; to help the junion 
executive develop effective 
ness without long, costly “ripening.” 
Heart of EOT are the 12 
through which a successful executive 


more success 
“senior 
steps 
carries a project, from inception to 
“results.” In actual executive opera 
tions, of course, the steps usually in 
volve a 
FOT  study-and-practice 
treat them as though all were taken 
in a single conference. 


series of conferences; but 


Sessions 


|. Identify subject: 


ning of any 


At the begin 
conterence, the leade: 
what 
Elementary ? 
who hasn't seen time wasted 


tried to decide 


must tell his associates exactly 
the meeting is “about.” 
Yes, but 


while a group what 


purpose had brought it together? A 
detinite statement of objective gets a 
conference off to a quicker start, 
keeps it on the track. 

FOT teaches W-D executives to 
give “subject” a clear, brief label as 
soon as a conference comes to order. 
That label goes into everyone's note 
book, to be followed by briet jottings 
of all othe: 
out in conference. 

W [)’s first kK TT session Tol d 
visional sales managers in’ January 
1952 into 12 t] 


essential tacts brought 


broke down steps the 
subject “Sales Goals for 1952; How 
to Achieve Them.” This) was. the 


a 3-day sales conterence. On 
morning, Williamson ex 
plained Executive Operations ‘Tech 
nique to divisional sales managers and 
asked them to help him to analyze 
the concluded 


theme ot 
Saturday 


sales comnterence. 


(EOT discussion groups usually re 


view recently completed conterences 
and projects. By identitving bexecu 
tive Steps involved, each man becomes 
conscious of exactly what he doe 


(Continued on p. 130) 


THE BIG WHEEL .... at Motor Wheel Corp.—which has 
just chalked up a six-month’s all-time company sales record 
of over $47-million—is a former salesman, M. F. Cotes, And 
this sales record isn't all due to Cotes’ wise move to throw his 
company into production of the wire (real ones, not pseudo) 
wheels which are optional on some ’53 cars. The Duo 
Therm Division of the company—national sales leader in 
the space heater industry—has also racked a substantial gain 

45%%— in sales this year . . . After a successful career in the 
heating field Cotes joined Motor Wheel. in ’32 as sales 
manager of the Duo-Therm Division. There he instituted a 
new marketing policy for the company and the industry: 
He established the concept of space heaters as appliances, set 
up a chain of national, non-competitive wholesale distributors. 
He also insisted that space heaters be designed as attractive 
pieces of furniture. Examine the two wheels: Left: from a 


35 Plymouth. Right M. W.’s °53 model. 


HE CUT HIS TEETH... in farm publication advertising. 
‘The dinner conversation at Dana Fernald’s house centered 
around the publishing world. The elder Fernald was a top 
ad man, indoctrinated young Dana into the world of rates, 
publication schedules. Recently, Dana Fernald was appointed 
national advertising sales manager for Farm Journal, the 
publication which, during his summer vacations from high 
school, knew him as an office boy. Dana got through Harvard 
in two-and-a-half years due to acceleration when he was 
shifted to active duty Naval ROTC training. While he was 
there he prepared himself for the life he wanted later by 
reporting for The Harvard Crimson, Boston and New York 
City new spapers, And to get advertising experience, he tree 
lanced copy for local merchants. He returned to Farm Journal 
in the Sales Promotion Department on the same day his 
first child was born. He's moved steadily up the publication’s 
ladder, has been assistant ad manager .. . He likes to point up 
F.J.’s phenomenal growth with this fact: In 1935, the 


first year the present management took hold, annual adver 


tising revenue was $250,000. During the first half of 


there have been four $l-million issues! 
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ey re in the News 


“GET THE BUSINESS this week and build a strong sales organi- 
zation for the future.”’ According to a close friend, this is the hall 
mark of Parker Ericksen’s sales philosophy. Question: Has it paid 
off? Answer: During the past month the Crosley and Bendix 
Home Appliances Divisions of Avco merged under the supervision 
of a single distributor organization: New director of sales for the 
new set-up (and new Avco v-p) is Parker Ericksen. “Park” has 
been in the appliance sales business for 21 years. His last. title 
was gsm for Bendix and before Avco acquired Bendix he was the 
company's director of sales. Early in his Bendix tenure he used 
low-cost premiums—plastic clothes pins—to get housewives into 
stores. to see the company’s washers. Store trafic shot up, Park’s 
belief that nothing is more important than building retail sales 
was justified. And many a housewife, too busy to pay much atten 
tion to trademarks, who thinks of automatic washers and Bendix 
as being synonymous, thinks that way because of a quiet promo 
tion-conscious.salesman named Ericksen. That he'll do a similai 


job in his new area of influence seems a foregone conclusion. 


BY HARRY WOODWARD 


AUGUST 15, 1953 


LEARNING TO LIVE WITHOUT SIGHT: Students at Western Pennsylvania School for the Blind. 


No Eyes to See 


Ever try to separate the white ot egy, blow the white out, then break a kitchen and laundry area tilled with 
an egg trom the yolk with your eyes the shell to obtain the yolk. modern electrical appliances make it 
losed ? At Western Pennsylvania This task and many others, how one of the country’s outstanding home 
School for the Blind, Pittsburgh, ever, are being made easier in a centers tor the blind. 
ghtless students find this thei sparkling new home economics suite Westinghouse Electric Corp., and 
toughest problem. They learn to let ron sightless students in the sixth to its Pittsburgh distributor subsidiary 
the white sift through their fingers tweltth grades. A dining room, charm Dantorth Corp., have worked to put 
while the yolk is retained in the hand. oom where girl students give each the modern touch in the home eco 
()r they puncture each end of the other permanents and manicures, and nomics kitchen and to help boy and 


GRADUATE COOKS: They've BEVERAGE AT ONE O'CLOCK: The blind learn to NOT CUSTOM BUILT: Students 


earned to operate temperature eat by the clock-wise system. Bread and butter plate learn to manipulate the standard 


controls, with notches to feel. « at 10 o'clock, salad at nine o'clock refrigerator 
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SUPERINTENDENT A. G. KLOSS 


a 


(center): The blind plan, prepare and serve 


family-style meals as part of their training. Mr. and Mrs. Kloss have twin sons—both 
blind. This scene is enacted dai'y in the home economics dining room. 


girl students to become 
Zens, West neho ise uy Its 
School Repla ement Program, sells 
Hew applian es tf the school at halt 
Vea ly 


price replaces then without 


harge. 
leaching the blind to 


washers, drvers, ranges 
} 


trigerators and garbage disposers ts 


eCTl 


done by a system ot notched controls. 


Notches are n 


file, in. temp ure controls, 


with an ordina 
On the 
te 


ange, fol notches indicat 
the on and oft positions. 


| 7 here's al 
notch for each 100 degrees of ten 
perature, so that the sensitive fingers 
t a blind 


note hes, 


student teel ng Toul 
nftorms the user that she’s 
ooking at 400 degrees Controls are 
ser on the side ot the 


trom. the 


range awa\ 
cooking units to reduce 
hances of getting burned. 

One notch on the Westinghouse 
Laundromat means it’s set for hot 
water, two for medium and three tor 
lukewarm. A wide not h on the drvyei 
sets the appliance for automatic dry 
ing in 10-minute eveles. The retrig 
erator has one notch at normal, two 
tor colder nd three tor qui k 
freezing. 

“ts @ 1 ding experience to 
watch these youn says Nis. 
Klizabeth Palme home. service d 

for Danto th. When Westing 
kit hen 


onths teaching stu 


uy people 


equipped the ‘ hool ‘ 
spent two 
an 
tippy 
oblem was t 


AUGUST 


} 


shapes, forms and dials. 
Palmen 


the ! SIZES, 


As Mrs. 


pots out elec 
t 
blind. A wringer on a conventional 
washer, for instance, constitutes a real 
: » 
hazard. Vhe automatic dryer elimin 
ates walks to the clothesline, and the 
W iste 
to dispose of garbage. 

West nghouse also prints sti 
tion books in Braille and the school 
has its own Braille writer to punch 


out the names ot toods so that a st 


Stu 


Awavz does away with walks 


dent can reach up onoia cupboard 


shelf, read a Braille label with he 
finger tips and bi ny out the mus 
tard ketchup, vanilla, ete. 

\easur ng cups, too, are marked in 
Braille. And the blind ingeniously 
use an eve lroppet fo measul the 
number ot drops to fill a teaspoon. 

All West nghouse equipment ‘ 
standard = ex ept tor the notches, 
which Westinghouse distributors any 
where can file for blind customers. 

Blind boys at the school also Take 
Mrs. Palmer points 
they neve skip a home econon 
ics class. For 


the ourse and, 


out 


some reason, the boys 
like to make spaghetti. 

On con plet on of their course they 
plan and serve a meal for the tacult 
Superintendent Alron. ¢ 
Kloss, who takes a deep, personal 


1 h s WO k: 


were bo 


1) luding 


terest 


Twin bovs 

to his wite 

ined the school to he Ip blir 
It’s better to 


rse the darkne 


al appliances are a big help to the 


WASH DAY, TOO: Automatic washer and 
dryer, with notched 
simplify an every day problem. 


temperature controls 


IRONING IS HARDER than washing 
Steam ‘ron reduces danger of scorching 


material. lroning requires much practice 


BRAILLE COOKBOOK 
ard recipes, Braille tags identify groceries 


It contains stand 


Instructional booklets for equipment are ir 


Braille. An idea for you? 


Gold Seal Meetings 


ona regular scheduale 


SALES MEETINGS are the distributor's responsibility. A packaged promotion is presented each 
month to specialty and general line salesmen—to tie in with national promotions, to be on time in 


the exploitation of a new pattern group, to merchandise point-of-sale material, dealer contests, ete. 


Top-Notch Distributor Operation: 
What Makes It ? 


Congoleum-Nairn develops a soup-to-nuts program for 


efficient management at the distributor level. Objectives: 


maximum profit for manufacturer and wholesaler alike, 


maximum capitalization of market potentials in each area. 


An interview by Alice B. Ecke with 
DOUGLASS L. MANN ©°* General Sales Manager 


Congoleum-Nairn, Inc. 


What 


tributors trom taking our lines for 


can we do to keep our dis 


granted ? 

Congoleum-Nairn’s answer: Pro 
sed program that clear 
ly detines the distributor’s function 


\ de a supery 


and gives him a practical, creative 


s iles Management plan. 
“The only economic justification 
ror a pol v of sell ng through dis 
tributors now or in the competitive 
irs ahead Douglass L. Mann 
inager, maintains lies 


itor 


program, theretore, is to spell out the 
distributor 
which have proved to be practical 


elements of operations 
and necessary to a profitable, expand 
ng Gold Seal franchise. To accom 
plish this, it 
the way we sell the distributor on his 


is entirely a matter of 


respons b | ties, his « hance to grow, 
his profit picture and his pride in 
franch se. He 
assigned his objective and 


checked lor a 


operating under out 
must be 
must be continuously 
on pl shment.”’ 
Congol lll 


N.J.) 


Ke Lrri\ 


lo al ed 


lishments, 3,000 salesmen go out to 
sell 32,000 dealers. 

“This picture would seem to pre- 
sent a difficult selling problem,” says 
Mann, “but we are solving. it 
through 61 trained sales supervisors 
who work under 10 district sales 
managers, 

“The ultimate success, of course, 
of any distributor depends on_ his 
foundation of salesmanship, so. the 
first step we took to help him 
strengthen his selling efforts was to 
blueprint a successful distributor's 
organization and responsibility chart, 
together with clear definitions of the 
responsibility of each man in the or 
ganization. 

“That accomplished, we proceeded 
to build around it and define the ne 
essary operational elements so clearly 
that qualitative improvement is_ the 
general experience and not the excep 
tion to the rule.” 

I: rsf, the organizatior | 

Top Management: 
ight kind of selling 
Mann explains 

a As | 


ancnise must Tt 
nd attention 
the head of 


nt no 


SALES MANAGEMENT 


REGULAR SALES MEETINGS WITH OUR 
OISTRICT SALES REPRESENTATIVE AND SALES MANAGER 


@ CONTINUALLY EMPHASIZE CURRENT 
PRODUCT CAMPAIGN 


@ STRESS VALUE AND IMPORTANCE OF ADVERTISING 
AND SALES PROMOTION AS AN AID TO INCREASED SALES 


€) ANALYZE TERRITORY WITH EACH SALESMAN; 
CHECK REGULARITY OF CALLS AND COMPLETENESS 
OF COVERAGE 


© STIMULATE SALES CONFIDENCE THROUGH 
GREATER PRODUCT KNOWLEDGE AND 
UNDERSTANDING OF POLICY DETAILS 


CREATE REALISTIC QUOTAS FOR EACH SALESMAN AND 
REGULARLY CHECK PERFORMANCE AGAINST QUOTA... 
AS ADDED INCENTIVE TO ATTAINMENT OF QUOTA: 


@ STIMULATING SALES CONTEST 
© INCENTIVE BONUS ARRANGEMENT 


AS MANAGEMENT CONSULTANT to each distributor, Congoleum:Nairn gives him the 
benefit of its widespread knowledge of other distributor operations. Problems and solutions 
are presented to the distributor's executive group as a basis for discussion of changes needed. 


Congoleum's 11-Point Plan for 
A Blue-Ribbon Distributorship: 


1. Internal and field sales organization, with assigned personnel to 
specialize on the Guid Seal line. 


2. Sufficient working capital. 
3. A formula for efficient warehousing. 


4. Adequate inventories of the entire line based on market po- 
tential. 


5. Over-ali dealer credit policy to develop retail accounts. 
6. Custom-tailored sales quotas. 
7. Continuous sales training. 


8. A compensation plan to insure salesmen's continuous interest in 
selling the line. 


9. Participation in scheduled packaged advertising and sales pro- 
motional programs. 


10. Ample showroom space. 


11. On-the-job supervision of all phases of the marketing program 
by distributor managers. 


sales and pronr potential on our line 
is so small that it is overshadowed by 
other lines carried, then it is fot a 
good line for the house; neither is 
the house good tor Congoleum 


Nairn.” 


Department manager: It is the re 
sponsibility of top management. to 
appoint a department manager to 
supervise the development of the mat 
ket for the Gold Seal line, both from 
the standpoint of internal organiza 
tion and the field selling force. 

This implies, Mann points out, de 
partmentalizing the Gold Seal line. 
“The importance of this has been 
proved in every instance, when it has 
been undertaken, by increased volume 
and profit. Ours is a volume-pro 
ducing specialty line with selling and 
control characteristics of its own 
which require supervision. Even 
among distributors who sell floor coy 
erings only, the most successful ones 
have set our line up separately from 
their fabric lines.” 

‘The department manager normally 
sells key accounts, but devotes most 
of his time to the promotion of sales 
ot Gold Seal products through spe 
clalty and general line salesmen. He 
is responsible for maintaining ade 
quate inventories, attaining propel 
turnover, creating promotional pro 
grams and maintaining close liaison 
with the Gold Seal sales superviso: 
and district manager. 


Inside salesman: Working closely 
with the department manager is the 
key inside man: the telephone orde: 
and stock control manager. (‘Vhe 
word “man” is used figuratively 
Mann explains, tor among the most 
capable people in this work are wom 
en. ) 

Distributor volume determines how 
many tunctions are assigned to the 
inside salesman. Some of his responsi 
bilities are: 

‘Telephone orders. 

Information tor dealers abou 
cial promotions, advertising 
palgns point-ot purchase iN 
ind samples. 

\laintenance of stock cards, with 
automatic reordering when inventor 


minimums established by the depart 


ment manager are reached. Daily co 


ordination of stock cards with ware 


house shipment 
! 
STOCK heet | 


Specially line salesmen: 


| 
tye Oot spe tit line sale 


| (sold 


DISPLAY is a necessary function of the distributor, His showroom (below) must 


be large enough to exhibit each product line. He also helps the dealer with his 


displays and conducts window contests (above) tying in with national promotions, 


! 
soa reasonable formula 
pose ot che k ny avaitist a 
Ss present organization it 


isa true Grold Seal spec 


This group, with the department 
Manage) should be 
O¢; ot the distributor's Gold Seal 


responsible tor 


sales, | hese are the salesmen Ww ho sell 
to floor covering shops, contractors 
ind larger retail accounts, including 
furniture, hard 


department stores, 


Ware paint and wallpape: stores 
| vibe fa 


vards, ete 


General line salesmen: ‘Their re 
sponsibility is to give the distributor 
saturated coverage in his. territory. 
They sell the distributor's complete 
line to smaller outlets, picking up 
which can aggregate 

0 more oft the disti butor’s 
total Giold Seal sales. 


nd responsibility 


l he organization 


Nairn 


Congoleum 


ther 


completed, 


ts attention to o 


Working capital and inventory: 
Congoleum-Nairn does not lay down 
any fixed formula for the distribu 
tor’s work ng capital, for the reason 
that working capital in the hands ot 
one distributor management. c; do 
many times the job it does in the 
hands of another management. 

Inventory is a part ot working 
capital and the amount required to 
support a given volume ot sales dit 
fers geographically in proportion to 
the distance of the company’s shipping 
po nts. 

Basically, Congoleum-Nairn ex 
pects its distributors to allocate, from 
the total available, the proper amount 
of working capital so that volume is 


not sf fled by inadeg ite nvel ries 


or insufficient financing tor receiva 
bles. In determining this, distributo1 
management gives full consideration 
to the rate of turnover possible on 
Gold Seal products compared with 
that experienced with other lines. 
‘Turnover, not only at the distributor 
level but at the retail level where 
conversion on inventory to cash at a 
tavorable rate due to (sold Seal ac- 
ceptance, Mann explains, puts the 
retailer in a correspondingly bette: 
position to meet his obligations to the 
distributor. 

“Working capital,” he says, “equal 
to 156 or 20% of sales volume 
should be the general area of prac 
ticabilitv. This, of course, is exclu 
sive of funds which are invested in 
real estate.” 


formula for 


Warehousing: As a 
adequate Congoleum 


Nairn advises distributors to apply 


“ arehousing, 


one square toot ot warehouse space 
tor each 10 square yards of inventory 
to their present available space and 
then to see how they compare. 
“This,” savs Mann, “is a gross figure 
which should allow sufficient space 
for aisles, shipping and 
storage of sundries as well as floo: 


receiving, 


and wall covering stock. 

“OF course, there is more to ware 
Many 
distributors have built on 
leased new W arehouses since World 


housing than square footage. 


or our 


War II. Our engineering and ship 
ping departments counsel distributors 
n warehouse layout and = materials 
handling.” 


Stock-keeping: [During the last two 
vears Congoleum- Nairn has given 
distributor inventories caretul exam 
nation. As in the case of working 
apital, some managements seem to 
get along with less and do more than 


“We 


suggest an inventory of two and one 


others do, Mann points out. 


half months plus in-transit time as 
an absolute minimum. Unless close 
attention is paid to pattern, this for 
mula is grossly inadequate and results 
n outs. Our distributors are asked to 
bear in mind that even on a three 
shift operation we cannot keep n 
stock every pattern, and for this rea 
son alone they cannot rely solely on 


a dollat evaluation ot their 


inven 
tories. 

“An adequate inventory is one bal 
anced by pattern and, while we re 
ommend autemati reordering trom 
established 


method of achieving inventory bal 


minimums as. the_ best 
ance, this method Ss useless unless the 
minimums are reviewed every 90 
days. Ours is a pattern and colo: 
custome 


business, and preference 
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..f0 tring up bigger caloc ¥S 


Phere’s nothing bashful about Milprint packages 


when it comes to attracting customers—and telling 
them a convincing sales story! That's why so many 
nationally-known manufacturers specify Milprint for 
packages with the “pick-me-up” appeal that rings 


ieee aula 
up bigger sales. 


The success of Milprint packages rests on a solid 
foundation: over half a century of experience... the 
successful merchandising background of Milprint’s 
package designers ... the greatest variety of 
packaging materials and printing processes offered 
anywhere. It’s a combination that will click for you, 


This insert printed by Milprint 
to increase your sales! 


General Offices, Milwaukee, Wisconsin 
Sales Offices in Principal Cities 


Printed Cellophane, Pliofilm, Polyethylene, Acetate, Glassine, Foils, Folding Cartons, Bags, Lithographed Displays, Printed Promotional Material. 


than any other 

Selling medium 
in the 

Oregon Market! 


the Oregonian 


PORTLAND, OREGON 


Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


—————— 


| The Gregonman 


Retail Advertising 
General Advertising 
Classified Advertising 


Portland City Zone 
City & Retail 

Trading Zones 
Total Oregon Market 


229,004 Daily 289,542 Sunday 


H DAILY 
SUNDAY 


changes qi 
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| OOK 
probably will 
idequate 


iDbstant al po fron 


probability 


lation competition is co 
both the 
have 


ISINeSs 


it and 


for all the products he sells, not only 
as a means tor getting the maximum 
volume and the -maximum profit out 
ot the lines, but as a means for de 
velop ng dealei accounts into b ove] 
and closer relationships in the future 
b 


t 


\ shutting out competition to the 


greatest extent possible.’ 


Tailored quotas: A fundamental re 
spons bility OT @a h 
attain the 
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dist: butor s to 
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ngredients are 
the Gold 


bus ness 


quota Congoleun 
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“The mechanism by which 
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t o national rates ot growth 


Congoleum-Nairn district) man 
and te! the salesmen 

distributor is lo 

are que! ed to find out whethe 


has been any ch mge in the d 


which needs 


in determining quotas 


organization 
consideration 


6. A management committee at the 
home office reviews the findings and 
issigns the final quotas tor each dis 
tributor. This committee leans heay 
ly on the recommendations of the 
Thus the 


one distributor are a 


ompany field sales force. 


quotas for any 
ombinat on ot 


goleum Nair n 


ire mportant tor 


which Con 
believes 

both d S 

tributor and company quotas, 


factors 
management 


setting 


Sales training: It is a specializ 
function and is part of the marke 
division. Under the direction 


H. H. Laskey, it is the basi 


sibility of district managers and field 


respon 


sales supervisors to mplement tive 


program for the improvement of d 
tributor salesn en operations and th 
retail whon th 


sales personnel 


SCT 


ve. 
The ompany’'s main sales training 


problem was not to find tra ning ary 
but to find a plan whereby all aid 
ould be channeled 
through the dist 
level 
— 


training 


etectively dow! 
butor to the retail 
kaged sal 
presentat have beet 
The dea to package 

framing meeting tor each ot the on 
pany s products. \ sound. slidefiln 
produced by Visual Methods Co 

Your Ciold) Mine in) Gold Seal,’ 
which is tied in with the company’s 
‘U-Do-It’”* 


meeting. 
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THE SCHUYLER HOPPER Co. 
MARKET RESEARCH - SALES PROMOTION - ADVERTISING 
TWELVE EAST FORTY-FIRST STREET + NEW YORK 17, N. Y. LEXINGTON 2.3135 


How many Sales Managers are in trouble 


because they won't listen to the Real Boss? 


‘ts and customers are the Real Boss you and everyone else in your 
working for. They will buy what you have to sell, IF, and only 
hey understand its value to them. 


21 Boss speaks softly but wields a big stick. If you listen to him and 
les approach to wh he need you get his orders. If you don't 


sompetition get 


Reduce the guesswork and you cut the waste. 


How much money is your company pouring into advertising in its various forms 
(publication, direct mail, booklets, catalogs, manuals, presentations) without 
first finding out what's important to your Real Boss? 


Your most effective and least costly selling effort, be it 
personal or printed, is that which presents your product in 
terms of some need your prospect has; some problem he has to 
solve, some job he wants to do better, faster, easier, at 
lower cost. 


f such selling is knowing, for sure, who the prospect really is, 
that makes him important to you, and what he thinks about products 
like yours. 

dollars spent for exploring the Real Boss's views - for depth 
f customers and prospec by men who know how to find out what 

ng and planning, and WH will cut a lot of guesswork out of your 

advertising approach and methods. 


That's the basis of "Ditch-Digging"” Advertising*: 
knowing - before you say it - what to say, where 
it, and when. 


1/7 fo 
Tha dhengler Pepper 


LARCH SALES PROMOTION ADVERTISING 


the reduction of g work in advertising and 


AMMUNITION—FOR THE BATTLE OF THE BULGE 


partment 


and, even more 


~ at 


Many a department store now has a dietetic foods de 


important, the super markets are getting inio diet foods in a big way. Above 


Some typical products that are making news in the field. Dieters can now enjoy wide variety in choice of foods 


Our Dieting Millions: They're 
Playing Hob with the Food Industry 


America's white-hot interest in diets—largely diets to 


reduce—is bringing about upheaval in many industries. 


Breads and cereals, sugar, soft drinks, and milk are being 
strongly affected. Herewith a look at what's happening. 


Part Il of article in three parts 


BY ETNA M. KELLEY* 


Lhe little girl who had trouble 
learning her mult phic ation has grown 
up to be an expert at memorizing 
calorie tables and she makes tar more 
ise of them in her daily living. 

She computes calories while she 
does the tamily tood shopping, wh le 


pa king lunch tor her teen age dau r] 


] 
ter, while planning the menu tor the 
luncheon. Invited to dine at 
a restaurant, she retlects 7 his cock 
tail has 150% Vil drink it and 
le without a roll it dinner, He: 


husband 1 scott at dieting, but the 


bridve 
tlories; 
yer ntects him: he finds himselt 


to take his coftee black: he 


rorezoes a second help ny of a tavor 


learning 


*Part | of this article appeared in SALES 
MANAGEMENT for August 1, 1953 
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te dish and passes up the bedtime 
snack he used to enjoy. 

The calorie count ot a tood 
factor in 


important motivating 


purchase, ranking with—and, in some 
Cases, outranking nutritive value 
Havor and price. 
This has brought 
situation n the tood 


about an oun 
precedented 
world, as industry vies against indus 
trv. Kqually vigorous are the strug 


gles within certain ndusti Cs, and Val 


nous oftshoot wars { sugarless Vs. 


Fighting thei 


own individual, but no less serious 


sugared sott drinks 


battles against the calorie bugaboo 


ire potatoes, macaron alcoholic bev 


erages and many other items ot tood 


and drink which were tormerly ac 


epted on the premise that 


people 


liked then and could 
them. 

The challenge is being 1 
different ways, in some 
ndustrie 


tively by entire 


their assoc ations, and in 


} 


by individual companies. 


Bread, for centuries regarded as 
“The Staff of Life.” is hit hard by 
what some of its proponents call the 
‘tattening phobia.” As a nation, we 
are eating less breadstutts and cereal 
products, and the desire to lose 
weight, or the tear ot vaining, Is the 
chiet reason, 

Surveys disclose that it is the voung 
women, under forty, who are most 
nfluenced by the idea that bread is 
fattening. Since they set the pattern 
for tuture dietary patterns, this is a 
disquieting prospect tor the milling, 
baking and allied industries. Colle¢ 
tively, and in some cases individually, 
they are attempting to combat the 
trend. A few, most ot them makers of 
spec alties (Ry Krisp Hollywood and 
actually 
slimm ny 


breads ) are 
America’s 


the “protein” 
benetiting by 
mania. 

The situation has its paradoxes and 
ontradictions. For example: The 
public considers bread tattening. But 
most nutritionists are convinced that 
t belongs on the reducing table, that 
t is no more tattening than other 
tvpes ot food. The majority ot re 
ducing diets prescribed by doctors in- 
clude bread. 
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‘Learn your 
nutritionist 


breads,” recommends 
Dr. Norman — Jollifte, 
“tor they constitute an important part 
of the reducer’s Optional Calorie 
Budget mk luded one ot 


Oul diets because It is 


n every 
important in 
diet. It is a valuable 
and the B vitamins, 
niacin, and riboflavin. Its 
gy is slowly released, helping to 
‘hollow feeling’ which 
sometimes comes two or three hours 
meal, It s admit 
alot e diets not mu h 


every normal 


source ot iron 
thiamine, 


prevent the 


after a low calorie 


ted that in low 


bread is recommended, but in higher 


alorie diets the amount of bread is 


progressively in 
, 


reased, so that it may 


nm sevel al meals.” 


oC included 
\nother idea blasted by Dr. Jolliffe 


s that dark and whole wheat flour o1 


‘protein’ breads significantly 


lower in calorie cout than white 


bread. Kon prac al purposes, he 
maintains, the various types of bread 


ontain so nearly the same numbei 


tT calor es that ft is not 
to list then separately. 


Anothe: a ithor tative 


worth while 
Voice litted 
educ ny diet 

Pro 


ition at the 


in tavor ot bread on the 

Dr. Ruth Ley 
tessor of Human Nutt 
Neb iska, 


s that ot 


| niversity of { ndet her 


direction twelve obese voung women 
tested a 1200-calorie diet tor 54 davs 
in 1952. ‘The 21 reasonably-priced 
toods (65c per person per day) in 
cluded bread, an average of four slices 
a day tor each participant. The girls 
lost trom 12 to 22 pounds each, aver 
aging 19.2 pounds, or 2.5 pounds a 
week. 
Bread ol cereal, sometimes both, 
are traditionally on the American 
breakfast table, but we oht conscious 
ness is tak ng its toll there Too, That 
sn’t doctor’s orders. ‘Vhose who diet 
under the ouldance ota physic lian are 
diy de the intake 
evenly a meals a 
breaktast a 


this. 


ad\ sed to calor ( 


fairly three 


ony 
day, with a subsrantial 
“must.” There’s a 


Atte 


tends to transform calories into ene) 


reason tor 
a tourteen-hout fast the svstem 


than fat, to a yreatel 
than at other mealtimes. But 
many weight watchers, women in pal 


gy rather 


tent 


ti ular, have the bad habit oO! sl oht 
ng the morning meal 

\ great deal is being done to edu 
cate the 


the value of a 


public fo an awareness oft 
breaktast. An 
the nutritional 
women “0 to 40 


conducted in 1949 for the 


hearty 
kImo Roper study of 
habits ot young 


vears old ) 


revealed that 396 


solid toods tor 


Cereal Institute, 
usually ate 
breakfast; a similar study 
1952 disclosed that 407 
tor breakfast. Another sign ot im 
In 1952 3866 estimated 
getting 25° or more ot 
break 
L941. 


many 


some 
made in 
ate solids 


provement: 
they were 
their daily 
fast, compared with 


nou shment at 

31 in 
still too 
down on 


Even sO, there are 
women who skip or cut 
breaktast or launch—although 
believe in three meals a day tor then 
husbands and children. This is tied 
to their personal fear of overweight. 
A summary of the results ot the latest 
Roper survey contains the comment, 


they 


“Reducing is a fairly common. prac 
tice; tear ot weight cuts 
deep.” 
Nlore 
some of the findings of an impartial 
survey conducted for the Millers’ 
National that weight 
consciousness is widespread 
“4067 of the people inte 
had either tried 
More th: 
women have tried 


as men. When asked the 


the great majority 


gaining 


dismally significant were 


Federation: 
and ‘ 
increasing 
viewed said they 
weight. 


lose or to gain 


twice as many 
lose weight 
method they 


said they either 


used 


restricted o1 ut out 


CATCHING THE CALORIE COUNTERS: More and more products are exploiting weight control in their 


advertising. Sucaryl is providing stiff competition for saccharin. 


for 
low-calorie 


diets... 


SUCARYL 


AMATE aes 


Heat-stable, Non-caloric Sweetener 
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Even 


fASY TO MAKE AT HOME 


"| 4 


liquor 


is getting on 


the bandwagon 


a 


Bec erd Old Forhioned Power catores 
than hall © yeapeh id 


Rocerd: Highball Fewe 


Drink tow colorie | BACARDI 


Step ahead in this 
five billion dollar 
market with 


Foundry’s 


PLUS 5 
SERVICE 


What is PLUS 5? Its your key to 


busine from foundries. It 


FOUNDRY 


from no. other 


mare 
vives every advertiser a 
bonus he can get 
ouree. Here is help in analyzing this 
market -tudying sales territories and 
potentials planning the sales effort 

and creating a constructive promo- 
tion program to the 5 billion dollar 
foundry market. Its time to take a 
new look at this market—and at the 
unusual selling aids we have for you. 
Sav PLUS 5 to vour FOUNDRY rep- 
resentative and he'll show you this 
designed to move 


y-ste p program 


more of vout produe Is into foundries 


A Penton Publication 


OUNDRY 


more than a magazine...a complete 
sales development service 


Penton Building, Cleveland 13, Ohio 


entirely the use of bre 
bulky foods.’ 

Two examples of 
aimed at changing t 


t ide toward bread age. 


1. The Wheat 
ur Institute of a 20-page illustrat 
Common Sense Weight 
the Le 

described ; »- It con 
tains menus 1 day n 1200- and 
te 


ssuance by the 
ed pan phlet 


based on erton 


idapt ible for 


ipat ons 


iddition to the menus the booklet 
contains ‘“‘Desirable Weight Charts 
Net 1 Women.’ It outains 


iver : b if the e€ is space To! 
1 
"ale mprint on 


Breakfast in the Modern Re 
Diet,” a 24-page pamphlet 

buted by the Cereal Institute. 
ritten by Dr. Sidney A. Portis, the 
book furnishes arguments fol reduc 
xg; tells how to go about it (consult 
first, if 


recommends ) 2 
tac ts’: 
skipping 


breakfast to trim pounds. The section 


ul docto1 
covers “fads, fallacies and 


gives against 


arguments 
explaining why exercise is an inefh 
cient way to lose weight comments, 
To lose one pound, you would have 
to clinb the Washington Monument 
48 times!” There are menus for six 
breakfasts and a chart showing the 
calorie count of eight breakfast main 


dishes. 


Special Breads Gain Ground 


But there are s Iver lining aspects 
in the baked goods picture. Three pio- 
neers in the. still 
reducers” field 


voung ‘cater-to- 
have done well 
through the vears and are riding high 
on the crest of the diet mania. They 
are National Bakers Services, Inec., 
which franchises 180 bakerv firms to 
produce Hollywood Bread (made of 
various vegetable Ralston 
Purina Co., manufacturers of Ry 
Krisp Wafers; and S. B. Thomas, 
Inc., specialty baking firms, whose 
Protein Bread has won a high degree 


flours) * 


of acceptance in eastern markets, 

Hollywood Bread is said to be the 
only nationally-advertised bread, with 
copy appearing in such magazines as 
VWeCall’s, Ladies’ Home Journal, 
Ieoman's Hlome Companion, Better 
Ilomes and Gardens, and Toque. It 
is sold in more than 5,000 cities in the 
U.S.. and in Canada, Alaska and the 
Hawaiian Islands. 

Ry-Krisp, with only 21 calories to 
the double-water, has long been a 
favorite with reducers. Before Rals- 
ton Purina Co. boug! 


ht it in 1926, it 


t 


in Six Naturally 
Wonderful Flavors 


SUGAR FREE 


DRINK AND STAY THIN: Soft drinks that 
are either low in calorie count or entirely 


sugar-free are busting out all over. 


ted in and near M nneap 
“Swed 
\Marshutz ol 
Agency 
handles the account) discovered that 
Madame Sylvia of Hollywood, a 


Danish masseuse, recommended the 


ft Was known is 
Ime 


(jardne lvertising (which 


bread to overweight patrons. She was 


soon plugging the product on 15 


trom 
that time till now, the manufacture 
| 


minute radio programs, and 

has used testimonial advertising ex 
ca 

{ Two 


Marian ‘Valley 


tensively to win customers. 
prominent testifiers : 
and Elsa Maxwell. ) 

Ralston offers more than its wafers 
On the back of the Ry 
Krisp package is a condensation ot 
diets offered by the company in book 
let form, so compactly arranged that 
one could set up a reducing regime 
and lose weight by following it 
without other advice. One booklet of 
fered called “The Weight Watche: 
on the Trail of the Creeping Pound,” 
is addressed primarily to those who 
want to prevent oy erweight. Another, 
“Through the Looking 
addressed to teen-agers. “Design for 
Reducing,” an 18-page booklet, has 
basic diet information for men and 
women, with 
Treatment is bright, informal. 

As an example, the first section of 
the booklet tor teen-agers contains 


to reducers. 


Gilass,”” is 


menus and recipes, 


amusing drawings about such clichés 
as, “I was born fat,” “ 
fat family,” “Il eat only one big meal 
a day.”’ The company’s current adver 
which appears 
a light vein, a recent typical 


I come from a 


nationally, ts 


tising, 


also n 
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aving the unhappiness 


gazing into a shop win 


headline re 


panier oi “ “| KNEW 


sirens Saf 
RIGHT HERE 


IN THE RECORD” 


along 
t > easte ral ¢ ! ! ‘ west 
s ¢ level in ] 
The succe a mas” Protein 
i id has itfracted imitate 7 (About 
~ protein breads have appeared 
the last two vears on the New 
rk market alone. I p to the pres 
Nore has d slodged ne pioneer. 
Thomas’s Protein Bre id is advei 
tised in newspapers, in regional mag When polled® recently on the types of advertising they 
nes, and with subway posters : : ° 
lwavs with the “reducing” theme. find most helpful. 77°: of the TROY shoppers picked 
ent COT \ aOmpares calories 
Three slices contain 21 less calo newspaper advertising. Then came window displays, 
ries than a cup of prune juice.’’), and, _— 
samdak a tek ica ee tame 140: TV, 20°. ; radio, 12% and direct mail, 14%. 
lepressants, recommends eating some 
bread “first thing” at ever, We are proud of this 77‘. seore because we know that 
eal,” to ward off the temptation to 
too big a meal. Recent copy has most of these shoppers are referring to us for we have 
luded the ofter of a copy of “. ; 
Sie ion Rite Whew See. A ees 99°. coverage of the 123.000 consumers in the TROY 


ly.” CITY ZONE. 


1 
the 


Competition in Sweets Put our pulling power to work selling your product. 


The greatest competition Tol diet RATE: 18c 
‘rs’ dollars is among con panies that 
iter to the nation’s sweet tooth. COVERAGE: 99% 
‘There are many contenders, with the 
sugar industry in a part ularly vul CIRCULATION: 46,547 
rable spot. It must contend against 
pract cally all other types of foods and 


even against non-ftoods, such as chew 


gum and tobac oO. (Remembe1 
“Reach for a Lucky Instead of a 
sweet ¢ Phen there's the ominous 
threat to sugar in the rising popular 
itv ot the synthetic, or non-nutritive, 
sweeteners, There’s also keen con pe 
tition between the non-nutrit ves, The 
Nggest names in this field are Mon 
, Chemical Co., largest produce ¢ THE TROY RECORD - 


charin sold n bulk to othe: 


i i a coca Mee ac ¢ THE TIMES RECORD 
de names; and Abbott Laborato 
ee ee eee TROY, N. Y. 


a ‘S 


accepted 
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“This is the size we use in the Growing Greensboro Market!" 


Sales Management Figures 


In this picture, too, are the makers 
of sott drinks, some of them adapting 
to the times by offering “new, reduced 
in calories” drinks ( Pepsi-Cola adver 
others, notably 
Corp. and Kirsch 


are plugging sugal 


tising theme) and 
Cort Beverage 
Beverages, Ine. 
less, non-calorie drinks flavored with 
non-nutritive sweeteners, 

The American Sugar Refining Co. 
is not taking this Iving down, As 
Joseph W, \looney 


president, puts it: 


the firm’s vice 
“Loo often sugat 
has been the tocal point of reducing 
plans diets and articles on ways to 
lose weight. The time has come to 
fight back tor sugars true and natu 
ral place in the well-balanced diet.” 

Amer can Sugar’s current strategy 
centers around an advertising can 
paign, with insertions in 280) news 
papers and (in color) in Life maga 
zine. Under “Which-Is-Less-Fatten 
ng?” headlines, are 
ot Pure 
calories than one-half 
“an apple 
etc.”’). Copy 
points out that these are “fine” on 


“p> 
COMpParisons ¢ ) 


teaspoons Domino Sugar 
contain tewel 
medium grapetruit,”’ (ol 

or a boiled egy, 
excellent’ toods—'‘but sugar, too, 
is nutritionally important in the well 
balanced diet vou need tor good 


health.” 
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IT’S A BREEZE to make bigger sales in the South’s 
No. 1 State, when you turn on your message in the 


Growing Greensboro Market! .. . 


he effective 


buying power in this North Carolina major market 
amounts to $847-million—1/5 of the state’s total, 


concentrated in 1/6 of the population 


. +. These 


folks account for 1/5 of ALL retail, food, furni- 


ture-household-and-radio, 
dise sales made in North Carolina! . 


merchan- 
You can 


and general 


cash in on this year-’round selling center of the 


Carolinas——-when 


you use the 100,000 daily circu- 


lation of the GREENSBORO NEWS and RECORD. . 


The only medium with dominant coverage in the 


Growing Greensboro ABC Market, 


and with 


selling influence in over half of North Carolina! 


Greensboro 


News and Kecord 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


Saccharin was the first 
sold by Monsanto Chemical Co., one 
of the biggest bulk producers in the 
field. Approximately 400) times as 
sweet as sugar, it reaches the con 
through 
which process and tabletize it, usually 
offering it in bottles of 100 and 1,000 
grain tablets, each the 


product 


sumer large drug houses, 


one-quartel 
equal in sweetening value to one tea 
spoonful of sugar. Besides its non 
caloric quality, appealing to diabetics 
and reducers alike, it is economical 
the 1 ,000-tablet bottle sells tor about 
37¢ in chain drug stores, 


It's on the Label 


Saccharin saw some hard legisla 
tive sledding in its early days, when 
it was defended by Monsanto against 
detractors who considered it unsate. 
Through the years the subject was 
explored, and the Food and 
Administration has long since given 
it a clean bill of health as a food 
additive. No well-intormed 
considers it toxic, but watchful gov 
ernment authorities evince some con- 
cern that its use (in view of the tact 
that it has no food value) might con 
stitute adulteration. The 


Drug 


person 


govern 


ment’s solution is the 
that the label of any product which 
which is, or has 


requirement 


contains saccharin 
traditionally been known as a tood 
(dietetic-packed fruits, soft-drinks, 
etc.)—specity that it be used only 
“by persons who must restrict thei 
ntake of ordinary sweets.” 
ially produced toods sweetened with 


Commet 


Sucaryl carry similar statements on 
their labels. 

Until three years ago, saccharin 
had a corner on the market made up 
ot diabetics and sugar-shy reducers. 
Early in 1950 the picture changed 
with the introduction of a competing 
non-nutritive, sodium cyclchexyl sul 
famate, sold by Abbott Laboratories 
under the trade name Sucaryl. 

Abbott campaigned vigorously ton 
sales, advertised not only in medical 
and drug trade journals, but also in 
health and home economics journals, 
necluding Your [ealth, which goes to 
consumers. A consumer booklet, ‘Cal 
orie Saving Recipes,” has been widely 
distributed through physicians and 
drug stores and, by mail, to anvone 
who requests it. 

Abbott has also gone out atter the 
ndustrial market. Sucaryl is increas- 
ngly used as a. sweetener n sott 


drinks, canned and baked goods, and 
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other processed foods. More expen 
sive than sugar and with considerably 
less sweetening powe t suffers a 
price. disadvantage when compared 
with saccharin, but it has nevertheless 
gained wide market acceptance. 
Sucarvl advertising stresses “no b 
ter aftertaste,” “stavs sweet in cook 
ny = and the availability ota al un 
ompound version. of the product to 
persons on low-sodium diets. 
his has put saccharin in a “deli 
” position, since one might infer 
harin leaves a bitter after 
Its detenders claim that am 
inpleasant aftertaste is the result ot 
CeXCeSSIVE Use: the product, having 
high sweetening power, is vulnerable 
l that respect. \s t heat stability, 
\lonsanto claim harin can 
stand cooking temperatures up to 450) 
degrees h ohet than isually encoun 
tered in home kitchens. \s to the 
mended for low-sodium diets” 
tor Sucaryl. 


tains that sacchat n 


\Ionsanto main 
contains so little 
sodium that it is also “recommended 
for low-sodium diets.” 

is Monsanto's contention that 

rin should properly be regarded 
as a seasoning, like salt. (Many ot 


the condiments people eat and enjoy 


re W tho if tood val i¢ 


Since saccharin is sold in bulk to 
other companies, Monsanto has not in 
the past promoted it as a_ branded 
tem to consumers. It has conducted 
a consumer education campaign 
through recipe booklets, three of 
which have been issued since 1950. 
The latest of these, comp led by Edith 
\l. Barber, 


over 70 recipes, with calorie count, 


nutrition authority, has 


its 44 pages, and is attractively 
ted nN color. 


Bottlers in a Dither 


Sucaryvl are 
benefiting trom the legislative and 
public act 


Both saccharin and 
eptance they now have as 
a sate means of putting sweetness into 
toods without add ng calories. And 
while sugar s losing some ot its 
ket, as a result of the public’s 


Ol 


Ma 


alorie-consciousness, its position re 
mains strong. The non-nutritives, for 
example, have no thickening power; 
do not caramelize nor form a 
qualities required for many 
ugar uses, At this stage, it appears 
that there is room for both types ot 
sweeteners, 
n the carbon 
ated beverage industry, as some ot its 


There’s a cleavage 


members abandon the ‘wholesome, 


nutritious’ sales theme in’ favor of 
“Reduced in calories’ ( Pepsi-Cola). 
Orher using non 
nutritive sweeteners tor at least part 


companies, now 


ot their output, are. bearing down 
hard on the “no calories 
ing” theme. 


non-tatten 
perhaps hun 
pursuing the 
latte: course, some of them (for ex 
ample, Kirsch Beverages, Inc.) con 
centrate all promotional activities on 
sugar 

Bottlers find themselves in a di- 
lemma. Over-emphasis on the “non 
fattening’ quality of sugarless drinks 
implies that the rest of their output, 
sweetened with sugar, 


Dozens, 
dreds, ot bottlers are 


Css lines. 


Is tattening. 
How long will the present reduc- 
ing mania last? If it ebbs, what will 
happen to the bottler identified with 
the production of a “no-food value” 
line of drinks. Will children, impor 
tant consumers of sott drinks, be en 
couraged or permitted to use the “no 
calorie’ beverages ? 
Another sidelight is this: A carbon 
ated beverage which contains about 
10°) sugar has approximately 100 
calories in an $-oz. glass. Some foods 
ordinarily tound in reducing diets 
contain as many, or more, calories 
among them milk, orange and grape 


fruit puce, 


"United Pre-Planned Moving 
surely saved us time and money" 


@ Yes, when United Van Lines moves sales and 


executive personnel, everybody is happy .. . 


Let United take the details off your hands by 
Pre-Planning the move in advance. Just dial 
your United agent, and ask him to take over! 


There's a helpful United agent nearby. Look 
for him in the classified phone book; call the 
number, give him your order, and relax! 


Write for your United Rate Calculator to 


help determine moving costs. We will 


also send a helpful United Moving Kit. 


UNITED VANS EXCLUSIVELY 
ARE " SANITIZED 
FOR YOUR PROTECTION 


United VAN LINES, ic. 


MOVING WITH CARE EVERYWHERE 
OVER 400 AGENTS IN U.S, and CANADA 


Headquarters—ST. LOUIS 17, MISSOURI 


AUGUST 15 1983 


Enjoy this superlative 
resort at a 


Low Group RATE 


There is no finer place to hold a 
group meeting—this magnificent re 
rt hotel with every facility and a 
resourceful staff Superb food and 
service. Golf on championship 
courses (play ible two thirds of the 
time during winter). Swimming in 
indoor pool 
Now you can enjoy all its advan 
tages during the winter at an all 
inclusive group rate which covers 
room, meals, golf, swimming, Old 
White Club, meeting rooms, gratui- 
ties to dining room personnel, maids, 


bellmen on arrival and departure. 
. 


qitective Nov. 29 1953 to Mar. 14, 1954 


al | a per 
person, 


per day, double 


s i ¢) per 
e 


person, 


per day, single 


WHITE SULPHUR SPRINGS 
WEST VIRGINIA 


on. Greanlrier 


Overnight by C & O streamliner from prin- 
cipal eastern and midwestern citic 
Telephone: White Sulphur Springs 110 
Teletype: White Sulphur Springs 166 
Or inquire of Greenbrier Offices in: 
New York, 588 Fifth Avenue « JU 6-5500 
Chicago, 77 W. Washington St. « RA 6-6025 
Washington, Investment Bldg. « RE 7-2642 
Boston, 73 Tremont Street « LA 93-4497 


Sugarless soft drinks are not new, 


but until a year or two ago they were 
saccharin-flavored and sold chiefly in 
drug stores. In 1951 Martin Bever 
age Co., New York City, brought out 
a | ne ot carbonated beve ives sweet 
ened with Sucaryl nder the trade 
name “Lo-Cal.” Although the firn 
still makes its line of suga sweetened 
drinks, it has done well with its five 
vi-sweetened ff rs, for which 
it now has distribution Six states 
and iccord ng to he esident 
‘far behind in filling orders.” 
In the spring of 1952 Kirsch Be 
Inc., Brooklyn, brought o1 


‘ 


| { 
flay ilso. sweetened 
aryl, unde the ¢ ide name 


No-Cal.”’ With ivorTes e promo 


tion, the product won excellent a 
ceptance in the New York market. 
This vear’s advertising npaign has 
been stepped S xth pages 
n newspapers, radio, and magazines 
with regional editions fo the New 
York area. The product has neat 
saturation distribution in that market 
nm super markets and other stores 
where bottled soft drinks are sold nn 
contectionery shops, et 

Another pionee! as Cott Bevei 
age Corp., New Haven, Conn., which 
brought out a line of Sucarvl-flavored 
drinks nine months ivo d now has 
d Str but on tor rH te! 

} 


tories where 


may 
legally be sold n : ’ Eng 
land States, New York, Illinois, Mis 
sourl New Jerse ilorida, and 
Washington, D.C. Cort promotes the 
line through newspapers dio, tele 
vision, magazines and point-of-put 
chase material, and iinues to ad 
by such re 
Beverages 
foo vy. Doctors are 
ilso give , ind oftered san 
ples. With this line in production 


| than ; \ 1 the 


oOmpany has no 
basis SOn against past per 

expects that the first 
volume will) run about one 


tot 
0) il prod 


announced 
Corp., a new subsidiary of 


ock Bottling Co., will intro 


d e i line of non-tattening sott 
drinks under the trade name Dietonic. 
Five flavors will be available: ginger 
ile, lemon lime, root beer, cola, and 
ream; in 16-07 bottles, each contain 
ng less than nine calor es. \ test 
campaign is being conducted in the 
Los Angeles area, where more than 
1,000 outlets have been signed up. 
Advertising, in) newspapers and on 


radio and TV, is nanated by Rov 
Durstine, Inc. 

In the carbonated beverage 
trv there’s a strong tendency to 
low the leader.” For example 
pattern for the no-calorie drinks 
the New York market has been set 
along this line: five flavors (ginger 
ile cola ream soda black che \ 
and root beer ) ; in 16-oz. bottles, two 
for 29c, no deposit. Cott, strongest in 
New England, has four ot the favors 
found in New York, but instead of 
black cherry has two t t flavors 
grape and raspberry. Cott uses throw 
away bottles, two for 29c, but 
12-0z. instead of the 16-0z. size. 


Bottlenecks in Bottles 


1 
seing saddled with the throwaw 


1 
bottle custom probably ised at firs 
as a means of attr. I ers 


ned out to be a heada he 


ae 
ndustry. Bottlers repeatedly complain 
“We're wav behind filling orders.” 
Bottle manutacturers geared to fill 
seasonal requirements on the basis of 
20 to 2 trips per soft drink bortle, 
were unprepared for the avalanche of 
orders. The story will probably 
different next veat since advan 
planning and off-schedule production 
should enable manufacturers to build 
a stockpile of bottles for this throw 
away trade. It is unlikely that the) 
will build new furnaces, since the 
“no calorie drink industry could fall 
flat on its face,’ as one manufacture 
put it; or it could switch to no-deposit 
bottles. 

Is the dieting mania good or bad 

the dairy industry? It is difficult 

determine, since so many tactors 

nvolved. If vou go on a reducing 

vou will probably cut down on 

1 rorego altogether ) ce crean 
istards, malted milks and whipped 
a 


( u are dieting unde) 
euidance of your doctor (as vou 
should be) you will drink milk eve 
day, perhaps two glasses, and mos 


likely it will be skim milk. Chances 
are you W 1] be allowed 1 small OT 


+ 


medium-size pat ot butter o1 

ne two o! three times daily. And 
it's a good bet that vou w ll be urged 
to eat cottage cheese several times a 
week, \avbe you will di nk butte 
milk heed ng the recon mendation « 
the Borden carton for that prod 
“Fat Free Ideal for any redu 


ng 

this ar - tailed to 
cover more than two menus wh 
did not recommend milk or milk 
products at least twice daily, while 


the average was considerably higher 
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16-page booklet, “Your Food Today This brings us to a wing of the 
fighting Shapes Your Figure Tomorrow. lairy industry which has a right to 
anks of The Council's literature mentions cheer over the nation’s current calorie 
ts. Those milk only ; n alternate: t consciousness: the producers of non 
example, replace a « whole 1] fat dry milk solids, Available in pow 

ip of skim 1 lus a mediu der torm, when reliquefied in spec 
| ee 


pat t butter. But t vutside the fied proportions it has the same food 


by a 


Ww, ndustry who plan reducing diets tend value as tresh skim milk. It is eco 
onists Nave it milk on the to specify skim milk I point out nomical, averaging eight to nine cents 
‘t, becau i iluable that it has only half tl calories ot a quart. \ one pound irton makes 

The whole milk, but all it itrients €NX hve quarts oft liquid milk ind is a 
pt tat and Vitam Nn \ easily ob delight to the woman who walks home 
tained thro iwh other toods. Conse trom the yrocery store with a heavy 
t} ! weight on shopping bag. W hen kept n the Cat 


housands Ol 


e 


quently, 
scious persons are drinking skim milk. ton, dry milk remains fresh for 


was the somewhat 


‘ntion-getting headtine 
ina New York 


THEN ¢ 


porsored ‘Me ie Cade YOU'LL WAY THE FACTS ON | — 


niet tools } ] a t le 


Weight Re 


with toods 


ls Your Name on this 
List of Firms using 


THE NEW F. W. DODGE CORP. 


“PLANNING KIT FOR pr 


e firms now rely ; y 
The new consumer, direct mail, promotional 


to put their cor imer terature 


ritied home planner 


service of F. W. Dodge Corporation—not a 
magazine, not a catalog, but a bright new ser- 
vice for the national manufacturer anxious to 
serve known prospects planning custom-built 


new homes. 


For presentation, 
write or ‘phone: 


Pees : 
Consumer Services Department i 


Poe F.W. DODGE CORPORATION 


increase your 


your name 1} 


119 West 40th Street - New York 18, New York + OXford 5-3000 


Consumer Services Department 


F. W. DODGE CORP. 


119 West 40 St.,N. Y¥.18 * OXford 5-3000 


AUGUST 15, 1953 


Rains Soak Southwest 


BOUNTIFUL RAINS have visited Oklahoma and 
Texas 


Most areas have been soaked 


Farmers and ranchmen are rejoicing over prospects of 
good cotton crop, excellent late feed, an additional 
utting of alfalfa, and extra tonnage of prairie hay 


Pastures are green again and livestock are assured of 
imple drinking water and improved range feed 


Agricultural buying ts responding to the new and gen 
eral moisture. Prospects for fall business in the South 
west are bright. Soil in the wheat country 1s in good 
shape for seeding the 1954 crop. Farmers, with ample 
cash reserves and credit, are now spending for all com 
modities Optimism at the “grass roots 1s spreading 
to local buying centers and from there into the metro 
politan markets 


BOUNTIFUL RAINS are bringing bountiful busi 


ness to merchants and dealers of Oklahoma and Texas 


THE OKLAHOMAN & TIMES 
THE FARMER-STOCKMAN 


Oklahoma City, Oklahoma 


Published by: The Oklahoma Publishing Co. 
Represented by The Katz Agency, Inc 


132 Days ‘til Christmas 


Tens 
THE WAGATINE oF marke 


But Time Now 


To Select Company Gifts for 


CUSTOMERS * FRIENDS + EMPLOYES 


. This is the most complete col- 
lection of Corporate Christmas 
Gift ideas and company prae- 


tices ever made available. 

eert ceets 

Here are some of the questions answered by 5M 
How many give gifts? How salesmen feel about program? 
What they give? Distribution and follow ups? 
To whom? Gift plans for employes? 
The price? Most satisfactory gifts sent? 
Type of gift? Most satisfactory gifts received? 


OVER 500 DIFFERENT COMPANY GIFT IDEAS 


in the September I issue 


months, even after the package has 
been opened. (But once reconstituted, 
it must be refrigerated like any othe 
liquid milk.) It has numerous cooking 
uses and can be added to dry ingred 

ents without first reliquefying. With 
all these advantages, it is not surpris 
ng that production rose from 477 
million pounds in 1948 to 669 mil 
lion in 1952, the last figure repre 
senting a 12.57 increase above the 
1951 total. 

Economy and the product's othe: 
good points have contributed to this 
gain, which is especially significant 
n the face of a sharp drop in the use 
of dry whole milk. The industry is 
making little effort to capitalize on 
the value of nonfat dry milk solids 
n reducing diets, though it is obv 
ous that the descriptive term “nonfat 

mposed by the government) has 
been a potent sales stimulus during 
the last few diet-mad vears. 

One can only guess that the dry 
milk processors believe that the re 
ducing market is theirs without the 
necessity for any effort on their part. 
There is evidence to support. this 
theory. Published books and articles 
on dieting to reduce and weight con 
trol menus recommended by nut 
tionists regularly recommend the use 
of nonfat dry milk solids, usually with 
the comment that the calorie count is 
halt that of «whole milk. 


Dry Milk Products Gain 


There are upwards of 200° dry 
milk manufacturers in the U.S., most 
of them with only regional distribu 
tion. Borden, biggest in the field, 
pioneered by introducing Starlac a 
decade ago, now has nationwide dis 
tribution for it. The company has 
conducted an aggressive promotionat 
and educational campaign and has un- 
doubtedly done much to win the 
widespread consumer acceptance the 
entire industry is beginning to enjoy. 
Other big producers are Land ©’ 
Lakes Creameries H. P. Hood & 
sons Dairvmen’s l eague Cooperative 
Association, Grolden State Co. In a 
bid to obtain national distribution, 
Pet Milk Co. has been using full 
page advertisements in newspapers in 
various cities to promote the firm’s 
product, unique in that it is packed 
in a screw-top two-quart jar. House 
wives will like the screw-top feature, 
but this may not offset the weight of 
the jar in comparison with the card 
board cartons used by othe: produc 
ers. ‘There Is also some question as to 
the effect of light on the vitamins in 
the milk. 

As an example of a regional manu 
facturer that seems destined to carve 
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AIR FORCE 
ARMY TIMES J — TIMES 


S|: 7 NAVY TIMES \g 


mw Coad 


hina OO 6h 


American servicemen and their families 
a billion dollar market, read these weekly 
newspapers. Sell to these consumers 
through advertising in this network of 
papers, published in 12 editions all over 
the world. Ask for free market data book 
LOWEST COST PER 1,000 READERS 
GREATEST SERVICE COVERAGE! 


ARMY TIMES - NAVY TIMES - AIR FORCE TIMES 


ARMY TIMES 
PUBLISHING CO. 


3132 M. ST.N. W 
WASHINGTON 7, D.C 


ee 


Branch Offices in: NEW YORK » LOS ANGELES 
PHILADELPHIA- SAN FRANCISCO. CHICAGO 
LONDON « PARIS »- FRANKFURT - TOKYO 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill. 
New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd. 


out a sizable market, there’s Weldon 
Farm Products, Inc., New York, 
which makes Alba—found in most 
markets n the \etropol 

. area, and in somewhat less 
concentrated — distribution n New 
England and at other points on the 
Atlantic Seaboard. ‘There is ilso 
spotty distribution in St. Louis, Ch 
South. Promotion 
the firm conducts an educa 
behalt ot the 
product and puts out a recipe book 
let, “18 Tempting Tricks with Alba,” 
and various othe literature. Alba is 
advertised on Carlton Frederick’s ra 
dio program on WAMIGMI. 


ago and in the 
minded 


tional campaign n 


Dry Milk Future? 


Production of dry milk (both 
whole and nontat) gained momentun 
during World War II, largely be 
cause it could be economically trans 
ported to all 
Because of ts 
(high nutrition, keeping quality, com 
pactness, etc.) nonfat dry milk would 


points of the globe. 


various advantages 


undoubtedly have gained a permanent 
place in American kitchens, but it has 
been enormously benefited by the 
tact that 
today. 
Will the Various producers con 
tinue to refrain trom actively cam 


“nontat’’ is a magic term 


paigning to capture the patronage ot 
weight-watchers?) In contrast) with 
the merchandising methods of manu 
facturers of other types of products 
suitable for this market their re 
straint is remarkable. Are they afraid 
that the slimming mania may not last, 
and that the low-in-calories qual 4B 
now such an asset, may lose its ap 
peal? Are they influenced by the tr: 
ditional feeling that the “cream” is 
the best, synonymous with quality 
and that it is wise not to remind the 
publ that it is the crean 
ple, the tat) that their product lacks ? 
Still anothe: possibility is that some 


ot those in this field are also produc 


tor exan 


other dairy tems containing 
or that they are subsidiaries o1 

Visions Of Corporations that sell but 
margarine, evaporated milk, etc. 

all ot which are not fat-free. 

The industry is still young, At 

is the only brand 


with national distribution. “The pi 


this writing, Starlac 


ture is changing rapidly, and competi 
tion will undoubtedly become keener. 
\s this happens, some manutacturers 
ve a change of heart and de 
dentity their brands as being 
diets. 


ilarly usetul Nn reduc ny 


(Part Ill of this article, discussing the dis 
tribution of dietetic foods, will appear in 
Sales Management for Sept. |.—The Editors). 


YOUR 


eeeeeeeeeeeeeeeeee 


e 
wk 
4 


AD 
“, 


AIR FORCE 


of USAF personnel and their families in 
Great Britain, Europe and North Africa 
Printed at the London Times and distribu 
ted by air Monday through Friday, Air 
Force Daily is the selling force to an 


exclusive, multi-million-dollar market 


Get copies, rates and information from 
nearest offics 
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PUBLISHING CO. 
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THE GAP-BRIDGED 
A —_ 
nn OE 


Salesman Buyer Salesman 


He wants He wants a He wants He wants a 
to get predetermined to get predetermined 
orders result from orders result from 
his purchase pte his purchase 
One that will poate One that will 
adequately evelop 
adequately 


er OL ” aut 
- ; = con MEA fulfill his customers <a 
wv Tw needs and ulfill his 
QRct 1% wants as he needs and 
sees them. wants as he 
sees them 


THE SALESMAN'S JOB is to understand the nature of the “gap” that always exists between buyer 
and seller, and then to develop a step-by-step sales presentation that will bridge it. The author will 


and 
develop | 
customers 


have much more to say about the ‘‘gap'"—and the phases of the sales process—as this series goes on 


Wanted: More Creative Selling 
For Products Sold to Industry 


I. Better Selling Begins with Top Management * 


This is the crux of our industrial sales problem: We haven't gag estes es skill is — 

lus the thinking is from the tront 

matched our superior engineering skills with equally super- door in” rather than “trom the tront 
door out. Too much emphasis 


ior techniques of salesmanship. What can we do about it? placed on the company. its plants. its 
q p 1 | 


. . - . products per se; too little on the pros 
These articles will provide some practical answers. jective narchaser, Iie onerstions an 

| pu aser, s operations and 
his needs 


‘These companies tall into one ot 


BY ALAN E. TURNER °* Late President, Amercoat Corp. two atego ae a, 
in collaboration with A. R. Hahn, Managing Editor , ae tee a 


field is a side iss ie, 
ise f promises vol ime, 


portant 


rure-minded, iccu 
1 ' 
ny in absol ITes ; lack 


standing of buying m« 


ries of five articies 
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old 
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better 
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fo in 
sales en 
h 1) 
ndustry, 


but at 


structure 


SCLISSION 


that 


at the genet! al 


ede any 


bromide 


mouse 


, the world 


a path to his door even 


be Nn 


h ive been 


1 th 
nti 
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} 
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some t 


heart of the 


ruth 


ie davs when Elbert 


if I doubt 


red 


Ol 


iowledge a beliet 


} 
D 
| 


iWmMaZ 


+ this giblless 


al field. 


ot i) 


plant; 


oO! raw materials, 


pac kaging 
be | 


tinuous suppl es 


expendable small tools. 


and sh pping containers, must 
cured to keep the plant in operation. 
‘The vast lollar total of 
misleads n 


into bel eving that they 


these items 


any potent al suppl ers 


merely have 
es to be wel omed 
With the exception 
oT The al shortages 
this 


1 
to show the Wa 


with open arms 
ot 
(such 


They sti 


briet periods 


as steel IS seldom true 
ll have 


to be sold. 


"Salesmen are Born Not Made" 
This myth has been exploded nso 


tar 
lal 


as the selling world generally is 
concerned ; I] n 
some places. Obviously, it would be a 
antage, both time and 
se, if an adequate number 

le’ salesmen could be 


ndustry had to depend 


though it still persists 
distinct ad 
money-w 
ot 
found, 


only on the “born’ 


“ready-mac 
but if 
’ salesmen, business 
would slow down to a snail's pace. 
Such “births” are too infrequent. 

It m\ atter many 


vears of being directly connected with 


Is OonviIction, 


sales work, that any honest, sincere, 


reasonably intelligent man who likes 


people, who has a sincere desire to 


iven field, who is willing 
himselt 
ntell gently and persistently, 

s will ng to follow a fp 


his mistakes can become 


serve ina g 
to 
tiously, 


work, to apply conscien 


and who lan 
and learn by 
a successful salesman. This is 

of cou that he has a worth 
while product to sell, and 
that he has 


agement 


assuln 
ing, se, 
or service 
easonably capable man 


and intelligent leadership 
and supervision, 

\ good personality helps, sell 
ny is a bus ness of dealing with peo 
ple, but it 
Ove emp! 


to backfire | 


tol 


con plete AnSWwe 


s not the 
lasis on personal tv is likely 


have know a 


De! 


h excellent 
the 
the 


wit per- 


found 


> } 
or men, uoressed 


going so 


other 
above 


who 
they 
and neve 
On the 


succeeded l 


sonalities, 


that Te 


Cas\ ignored 


quirements, rose 
many 
men have work 
despite an inadequate personality. 

The handicap, in building 
sal smmen, s that too 

partic ularly i the 
field) have a well-rounded program. 
Such a program should include: 


mediocrity. contrary, 


n sales 


great 


Tew companies 


n industi al sales 


plan; including 


sales 


LA 


methods and techniques. 


basic 


fe Adequate facilities and 
nel tor training new 


ance with the basic plan 


person 


Meh, Wb ACE ord 


follow through method ot 
n the field, until 
field 
taught 
Tact, 


A 
oaching new 
they find 
that the 
training 


work, 


men 
actual 


theories 


experience 
them 
and will 


by 
i 


SESSIONS are 


In new men 
are ignored during the early 
when thei help, guidance 
and encouragement is greatest. Every 
with his own problems 
and until the new 
ible to crack through with substan 
is likely to be left to 


SWilh on his own. 


too many companies 
stages 
need tol 
busy 


one S 


unless or Wan Is 


tial orders, he 


sink or 


"If a Man Can Sell— 
He Can Sell Anything” 

There m ght be some basis tor ac 
cepting this philosophy ! 
salesmansh p consisted only of spell 
of black 


wizardry 


" odern 


MAGI Ol some 


which people 
nto showering the 


binding 


ot by 


form 
were mesmel zed 


Editor's Note 


death in December 


Alan Turner's 


last year came at a time when he, 


collaboration with Sales Management's editors, was at work on a comprehensive 


series of articles dealing with various aspects of industrial selling 


of the 


at that time, will 


The sections 


script form 


the management approach to industrial selling 


ndividual company's selling problem 


discussion which were either 


now appeer 


aspects 


finished 


n consecutive issues. They deal with 


or in rough manu 


analysis of the nature of the 
of the the 


sales process and 


peculiar problems involved in group selling 


be 


»f Nat onal Sa 


Turner will 


Mr 


es 


treasurer 
of Sales Exec utives) 


Cc Mr 


~O. 


Turner Jef 


Da Paint 
firms in New York 
f American Pipe & Construction 


of his death 


later moved to 


‘ime 


remembered by 
es Ex 
a post he held while he was in charge of sales for the H. B 


many 


utives 


Davis 
Los Angeles to 


Co. He 


Sales Management readers 


Inc (then the National Federation 


to work with management consulting 


sot uf the Amercoat subsidiary 


was president of this company at the 


SELL MORE IN THE 


SOUTH’S 
No. 1 State! 


% Winston-Salem 
is the home of 

R. J. Reynolds 
Tobacco Co. 


WINSTON-SALEM’S 


15-COUNTY 
MARKET 
$16,949,000" 


*Sales Management, 
1953 Survey of Buying Power 


Recent official Hooper Ratings 
show WSIS, the Journal-Sentinel 
Station, FIRST in the morning 
FIRST in the afternoon— FIRST in 
the evening! For the finest in 

AM-FM coverage, it’s WSJS 


in Winston-Salem. 


Represented by: HEADLEY-REED CO. 


alleged salesman with orders. Or, as 
more than one person has conceived 
t, ‘the gift of gab.” 

But successful salesmansh p is not 
that simple. Not only do sales tech 
niques vary with the product, with 
the type of customer who makes up 
the natural market for that product 
and with the manner in which the 
product is to fulfill its fundamental 
purpose; but the detailed application 
of those techniques may be a chal 
lenge to some men and anathema to 
others. 

kivery experienced sales manage) 
has encountered the excellent mission 
ary man or “‘bird dog’”’ who can in 
terest: prospective customers up to a 
point, but lacks the faculty of closing 
orders. Likewise, there is the close 
who works best only when the pre 
liminary work has been done for him. 
‘There is the man who is happy only 
when he is getting orders every day; 
and conversely the man who enjoys 
complete satisfaction when he secures 
a contract or an order only after he 
has had to clear a number of inte 
mediate hurdles and convince the cus- 
tomer that his long-term interest will 
be best served, 

These men can no more be inte: 
changed, successfully, than can the 
working parts of a grandfather’s 
clock with the delicate mechanism ot 
a tiny wrist watch. 

Thus it is important to determine 
the types of men best suited to your 
particular sales activitv, men to whom 
the sales job will be a real challenge 
and who will derive the utmost in 
human satisfaction from meeting that 
challenge successfully. 


Defining Salesmanship 


So much tor the fallacies. What 1s 
this elusive thing called 


>) 


ship: 


“Salesman 


Reduced to its simplest terms, sales 
manship is the difference between 
merely offering your goods for sale, 
and convincing the prospective buyer 
that your product and/or service pro 
vide the best value (and therefore the 
best buy) with respect to his particu 
lar needs. 

The practice of salesmanship thus 
nvolves not only a knowledge ot 
your own products, but at least some 
knowledge and understanding of the 
buver’s business, his problems and re 
quirements, his human reactions and 
buying habits. 

There is an old legal contract 
phrase: ‘There must be a meeting ot 
the minds.” It applies equally to a sale 

an agreement to purchase ). Unless 
there is a meeting of the minds, the 
sale cannot be consummated. 


Initially, as a rule, there is no 
The salesman is intent on 

ng an order. The buver, on the 
is concerned with his own 
problems and affairs (of which pla 


ontrary, 


ing an order is normally not one) and 
s interested only in satisfying his own 
needs as he sees them. There exists a 
basic gap between salesman and buyer. 
salesman” 
this fundamental difference and puts 
his efHort behind obvious order-seek 
ing, making little or no effort to 
ationalize his desires to the needs 
and attitude of the buyer. 

The result is that these two un 


The average gnores 


reconciled viewpoints run parallel 
like a pair of railroad tracks and 
never get together. Unless the sales 
man changes his tactics he is likels 
to go orderless and ultimately wea 
out his welcome. 


A Typical Sales Problem 


For example, Amercoat produces a 
line ot protective coatings especially 
formulated for the control of indus 
trial corrosion and contamination. 
The cost of these coatings, per gallon 
and per square toot when applied, is 
substantially higher than that of con 
ventional paint. The benefit to the 
buver of Amercoat products and coat 
ing systems, is that they will perform 
idequately and longer in severe coi 
rosion. services services which con 
ventional paint cannot handle. 

The gap between the buyer and 
ourselves at the outset, theretore, ‘ 
the question of the presence of a col 
osion problem and the degree of its 
severity. If there is no problem, o1 
only a minor one, we have nothing 
of interest for the buyer. We could 
stand on our side of the gap and ex 
patiate on the virtues of our company, 
the synthetic resins we employ, the 
are with which our products are 
tormulated, etc., without 
anything. Only 


gaining 
tf and when we can 
solate a specific problem are we able 
to offer anything of interest to the 
buver 

Our sales engineers are instructed: 

Avoid product talk. Amercoat prod 
ducts have no value except as part of 
a method ot controlling specific cor 
Discuss them only 
n relation to a specific problem.” 

We do not believe that the average 
buver cares what we use as a basis 


rosion problems. 


for our products. His only interest is 
in whether or not they will do the 
job, If they do the job, fine; if not 
he would not be impressed even if 24 
karat gold leat were the basic ingre 
dient. 

This principle applies throughout 
the industrial market. Every product 


SALES MANAGEMENT 


must ofter some worth-while result to 
the prospective buver. 

It is this result which needs to be 
stressed, particularly in the early 
stages of developing a prospect. It is 
the only way in which the salesman 

on the buyer's side of 
the gap. 

Not until genuine interest in the 
result which accrues to the buyer has 
been created, will “product talk,” 
“us, Our company, our many satisfied 
customers” have a place. 

In the building or rebuilding of a 
sales organization, top management 
must take the lead. ‘The belief that 
“an organization’s methods of opera- 
tion are but a reflection of the phil 
osophy of the men at the top” is even 
more applicable to sales activity than 
to the other functions of business. 
Salesmanship is largely intangible and 
the particular sales philosophy unde: 
which a company markets its products 
must be fully supported by top man 
agement if it is to be continuous and 
successtul. 


A Top Management Function 


\lanagement, theretore, should ZO 
further than mere = sponsorship. It 
should take the initiative and play an 
active part. Mlanagement should: 


Recognize and admit the need. 
>. Set up the project ona long 
term basis. Salesmen are individuals; 
their habits, methods and = attitudes 
cannot be revamped overnight. Nor 
can new men be found, trained and 
successtully launched in exact accord 
ance with a pre-conceived timetable. 
3. Place the project in capable 
hands. No man can successfully 
evolve and put into practice a pra 
tical and profitable salesmanship pro 
gram, unless he has the capacity to 
teach it and to prove its workability 
in the field. 


+. Support the project with ade 
quate financing. Building salesmen 
calls for a substantial investment In 
time and money. This investment can 
never be shown among the assets on 
the Balance Sheet: but if it is soundly 
made the pay-off will be reflected in 
the sales records and the Profit and 
Loss Statement. The catch is that the 
investment must be made first. 


Participate in the development 
of the program; manifest an active 
nterest in its progress; give treely or 
itself, when and where needed. Too 
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HINDE & DAUC: 


One 684 Year 


° 9 jt many men in top management spots 
Mov Ing . \ 7 Xx. ’ Call.. . discount or ignore the mportance Of 
ca? salesmanship in industrial marketing. 
They permit those phases of opera 
y Ol JR Al IED AGEN | tions most compatible with their back 
grounds (engineering, manutacturing, 

Re: 


£ ol 
financial) to absorb most of thei 


and give little yersonal attention 
od I I 


Fi 


» sales. The president of a compan) 
has many demands on his time, but 
he should never forget that Sales sup 
ports the business and all other de 
partments. There are few business 
ills which a reasonable increase in 
profitable sales will not cure. 
(Articles in forthcoming consecutive issues 
of Sales Management will cover: Il: How 
to Classify and Evaluate what You Have 
to Sell. Ill: Finding the Men Who Influence 
the Sale. IV: ABC's of the Selling Process. 
V: Organizing for Efficient Industrial Selling. 
—The Editors.) 


Cs Me on MARKETING 


rue MAGA? net 


no.l specialist 
in local moving! 


Don't Miss... 


‘When a Corporation 
Says Merry Christmas 
to its Friends" 


(and long distance, too!) This is the most complete colleton 


of Corporate Christmas Gift) ideas 


company practices evel made 


iilable, (Sept. | issue) 


find the answer to many. of 


ir own questions on what your 
rogram should he ‘oe Gi What 


companies do... How mach 


& r ‘ 
FREE Booklet to help you plan your next they spre nd... What they give. 
move. Get your copy of “Before You 

that guide the Move” from your local Allied Agent. See Over 500 Different Company Gift Ideas! 

Allied Agent cla 


moving day. d 


clLOUS DO r lol 


sified telephone directory. Or write 
lied Van Lines, Inc., Broadview, Il. 
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State Sales, 1952, Seven Major Store Groups 


In the May 10, 1953 Survey of Buying Power estimates for these 7 store groups were 
published for the 225 Metropolitan County Areas. At the request of several sub- 
scribers, they are provided now on a state-line basis. 


Columns | to 7 are totals in thousands of dollars. Columns 8 to 14 are per family sales in dollars. 


4 10 "W 12 13 14 
Lumber Lumber 
Eating Gasoline Yards and Packaged Eating Gasoline Yards & Hard- Pack- 
STATES and Apparel Service Building Hardware Liquor Jewelry and Apparel Service Building ware aged Jewelry 
Drinking Stores Stations Material Stores Stores Stores Drinking Stores Stations Material Stores Liquor Stores 
Places Dealers Places Dealers Stores 


Alabama 
Arizona 
Arkansas 
California 
Colorado 


Connecticut... 

Delaware 

District of Columbia 119 
Florida 280 
Georgia 130, 


Idaho 
illinois 
Indiana 
lowa 


Kansas 


Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 


Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 


Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 


New York 
North Carolina 
North Dakota ‘ 
Ohio a , 102 208 y 

Oklahoma 


Oregon 
Pennsylvania , 
Rhode Island 5 5 / B 2 

South Carolina 
South Dakota 


Tennessee 
Texas 
Utah 
Vermont 


Virginia 


Washington 
West Virginia 
Wisconsin 


Wyoming 


UNITED STATES 12.681 


Liquor not legalized 
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HOW T0 — 
cieiiiceeeeeeeeeencoeenee 
OPEN — a 


PROSPECTS’ 


... lo how easily and conveniently they can find 
where your products or services are sold. 
Use Trade Mark Service in the ‘yellow pages’ 
of telephone directories. 


GUIDE 


= ying 60 YEARS 


% . 7 B 
AMERICAS pe over 


You can get further information by calling your local Telephone /” BY 
Business Office or looking in Standard Rate and Data (Consumer edition). .: ey 


: regardless of title 
Mill&Factory serves the men your 


THIS SALESMAN—LIKE YOUR SALESMAN — 


we ewe he 


“DIRECT 


WY A CONOVER-MAST PUBLICATION 
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\ 


Ft. 


salesmen must see to sell! 


KNOWS WHERE HE IS GOING 


SEE SOIT RNY VR CMB Din va Hthe 


He knows, through repeated personal calls, what the buying 

pattern is in this plant — and in all other plants in his territory. 

He knows too that titles and buying power too often do not go 

= together and that only through repeated sales contacts can he 


identify what combination of industrial executives really make 
the buying decision. 


BD 
L? 3 
= <a MILL & FACTORY APPLIES THIS BASIC SALES-CONTACT 
‘es 


PRINCIPLE TO CIRCULATION 
A nationwide staff of 1,645 industrial sales engineers hand- 
% picks every MILL & FACTORY reader. Only after repeated sales 
calls have proved that a man exerts strong buying influence is he 
added to the MILL & FACTORY circulation list. And a day to day 
check keeps this buying combination up-to-date. 
That’s why MILL & FACTORY makes sure that your advertising 
message goes directly to the right combination of industrial 
executives regardless of title. 


DIRECT SUPPORT FOR YOUR SALES STAFF 

Independent surveys by industrial marketers based on their 
salesmen’s call lists have proved that MILL & FACTORY reaches 
the same men their salesmen must see to sell. They show too that a 
high proportion of MILL & FACTORY readers with proved buying 
power are not reached by any other one industria] publication. 

Call your MILL & FACTORY representative. He will be glad to 
give you all the facts. 


205 EAST 42nd STREET *§ NEW YORK 


AUGUST 15 19$3 


ADJUSTABLE TABLE goes naturally with Contour's adjustable chair . . 


This Table Was Born 
In a Hospital Room 


Out of the pain of a Canadian machinist has come a brand 


new business catering to comfort. But the first steps in 


marketing were as nerve-wracking as the cause of the table. 


BY FRED BELL 


C Dive tay seven vears avo John 
(jordon Wallace was trving to juggle 
i me il tray his : 


no ; 


cony ilescent sa 
iv there weren't a 
more miortable wav of eating in 
bed inager of a Vancouver, Can 

bine shop that was doing con 
\ircraft 
he was slowly recovering from 


tol the Bor ney 


physical and nervous break 
owed that on h Ss recovery 
sec a new item of sick 
e which would make 
, | a pleasure instead of a 
}) oblem 
On his 
nine months in bed 


i table 


eturn to the shop atte! 
Wallace drew 
nit which could be 
ised in sickrooms. He bought chrome 


plans tor 


tubing and plywood and made three 
prototypes ot what are now called 

U “Fables One he kept for his 
own use, one he yave to his mother 
and one he presented to his doctor. 


‘The latter was so enthusiastic about 


56 


the table that he 
make it in quantity and put it on the 
market. 

“Frankly, this possible development 
had never occurred to me,” Says Wal 
lace, now president of U ‘Table 
Nlanutacturing Co., Toronto, “but 
on consideration it seemed logical that 


urged his patient to 


many people who had to remain in 
bed for long or short periods would 
appreciate such a unit as much as I 
did.” 

He moved to ‘Toronto and set up a 
small machine shop of his own with 
capital of $500. ‘The shop was en 
n furning out bumpet 
English model 
cars, and’ still does this tvpe of work. 
\leanwhile, the original U Table 


model was improved and streamlined 


gaged mainly 
and grill parts. tor 


in many ways, including the addition 
ot locking devices which made the 
unit completely adjustable. ‘Thus, the 
table top could be tilted to any angle 
for use as a music stand or for read 


ing; it could be used as a television 
snack table, for outdoor ser ce, 3 
A late: 
production 


three table sizes, one tor home use and 


children’s play unit, ete. 
velopment was the 


two larger models tor hospitals and 
convalescent homes. 

“Finally, believing we had a mat 
ketable product, we approached 
large ‘| oronto depa tment store,” re 
lates Wallace, ‘‘and tried to interest 

n its sales value. To our dis 
ippointment the reaction was nega 
t liscouraged until 
i war veteran friend who had tried 
the table and was thoroughly sold on 


ve, | Was oreatly 


If, approached the store again and 
offered to pay for the opening adve1 
tisement if they would take the table 
on a trial basis. They reconsidered 
and agreed to add it to their furni- 
ture line. The first advertisement 
brought in an order for 265 tables.” 

Since that time, The T. Eaton 
Limited, Toronto, with 
stores in major centers across Can 


Company 


ada, together with a number of othet 
retail outlets, have sold a total of 
70,000 U Tables. Meanwhile, Wal 
lace put the unit into a number of 
local convalescent homes on a_ trial 
basis, and aroused the interest of the 
householder by giving away tables as 
prizes on a local radio program ovet 
Toronto station CKEY. 

Many tables are sold today to con 
valescent homes and hospitals. ‘The 
furniture trade is also contacted by 
direct mail, which Wallace handles 
himself with the aid of prospect lists 
furnished by Might Directories Lim 
ted, ‘Toronto. Latest promotion is a 
gum label which shows the versatile 
ises of the U Table. 

“The table, which is sold uncondi 
tionally guaranteed, lends itself best 
to personal demonstration,” savs Wal 
lace, “and we currently have a num 
ber of part-time salesmen who average 
up to 50 tables a month in door-to 
door sales in various Ontario towns.” 

The U ‘Table has been displaved 
successfully at the Canadian Interna 
tional ‘Trade Fair and the Canadian 
National Exhibition in Toronto. It is 
advert sed in Ralway Magazine and 
Tlohbycraft Magazine. 

\ year ago last February the com 
pany decided to put U Tables on the 
U.S. market. A warehouse was se 
ured in Buffalo, N.Y., but a snag 
was encountered in the form of the 
American excess profits tax which 
prevented several U.S. manufacturing 
organizations from handling the 
product. 

Finally, arrangements were made 
with Contour Sales, Inc., St. Louis, 
Mo., to market the table through its 
chain of 40 stores as a companion 
item to its well-known Contour 
Chair. The units are shipped in 500 
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Calf love story... 


BOSCO is not a big noise in supermarkets, but 
made its own breaks with this amusing wraparound 
that turns a self service cart into an island position 
and a solo product display without claiming shelf space. 
The calf that wanted Bosco was a potent reminder to 
Mrs. Shopper, charmed the actual Bosco consumers; and 


put extra Bosco jars into many of the push carts, 


stepped up milk sales in the stores. And incidentally, 


won Second Award, Floor Merchandisers, LNA Competition! 


® Einson-Freeman has helped sell a lot of products 
in supermarkets...and the supermarkets like 
Einson-Freeman displays because they sell goods! 


No trouble to show samples... 


@ EINSON-FREEMAN CO., inc. 


Makers of displays that make customers! 
Starr & Borden Avenues, Long Island City 1, New York 
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We publish the newspaper that’s 
read in 3 out of 5 homes 
in Nebraska and Western lowa 


that’s a market of 1/2 million people 
with 2 billion dollars to spend 


Omaha World-Herald 


250,832 daily .. . 258,372 Suadey 


Publishers Statement for March 31 


O'MARA & ORMSBEE, National Representatives 


Home delivered 
in 1141 towns 


LOOKING 


ip 


“LOW-COST PROMOTION? 


lll, 


BUILD 
Bee ct Goopw 


CREATE THAT FESTIVAL ~/AIR! 
GIVE AWAY imprinteo EAGLE sattoon 


EAGLE RUBBER COMPANY, INC. ASHLAND, OHIO 


lots to the Buftalo warehouse. Since 
April of this year approximatel 
1,500 U Ly ables have been marketed 
1 the U.S. 

‘I’m sure we could sell 5,000 a 
month in the U.S.,” estimates Wal 
lace, “and we expect eventually to set 

a plant in Buftalo to supply the 

ving demands of the American 

ket. We w ll, however, cont inue 
mManutacturing in ‘Toronto. “ 

The same direct mail leaflets whic! 
ire used by the company in Canac 

which bear the Bufttalo address 

of the firm as well as that of the 
Toronto headquar 4 are distribute 
Contour Sales, Inc., from its va 

stores. Re ently l ‘| ab le also 

1 the export field with a ship 

$000 units to Cent il 


till amazed when I think the 

g started with a sliding 

sick bed,” says John Wal 

but we have a long way to go 
We plan to build up our sales 
e so that we can concentrate more 
pe sonal, door to doo sell ng, and 


to improve ou! { sae sales.” 


Corrections to the 
Survey of Buying Power 


(Supplementing page 195 of the 
Survey, and page 99 of June 15.) 


P. 72— Manufacture of Machin 
, except Electrical) Litchtield 
tv, Conn. Value Added should 


27 million (not $72 million). 


P. 74—Transportation Equipment 
wading Counties: Berrien County 
Value Added should be $42 
million (not S41 million); Macon 
County, Illinois Value Added should 
be SIS million (not $81 million) 
Kalamazoo County, Mich. Value 
Added should be SIS million (not 
S81 million. ) 


P. 178 — Summary of Data for 
VWetropolitan County Areas: Mobile, 
\labama (area 93) number of tam 
lies should be 69.0 thousand (not 
60.9 thousand ). 


P. 187—Sales in 7 Store Groups 
VWetropolitan County Areas: Bal 
ore, Md. (area 12) sales of Jew 
Stores should be $19,055 thou 


nd (not $3519,05 thousand ). 


P. 267—C onnecttout otal Above 
Cities line |: ood Store $ Sales shou ld 
»») 


ead $526,263 thousand (not $52 


963 thousand 


A 675 — Wisconsin State Total 
Retail Sales should be $3,991,222 
») ] 


: 
thousand (not $3,2 ’ thousand 
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BIG CITY 


or small town...there’s 
a BSN supermarket 
outlet for your 
product 


Whats your Sales Probln 


In Columbus, Ohio 
(pop. 375,904) 

Jones Lumber & Coa! Co., 

Columbus, Ohio, sells 

hardware and housewares, 

paints and wallpaper, 

as well as lumber, building 

materials and fuel. 


or Chickasha, Okla. 
(pop. 15,842) 
Long-Bell Lumber Co.'s 
Chickasha, Okla., outlet is 
typical of hundreds of chain 
and independent outlets 


for farm, home, ranch 


and industrial needs. 


Chickasha, Okla. 


There’s a concentration of buying power too 
often overlooked by busy sales and advertising 
executives. Its center is the lumber and building 
20.000 of them who av- 


erage $356.000 in sales annually 


material merchant 
many with 
sales in the millions——the best and_ biggest 
merchants in their communities. Here 100,000 


builders and 46 million families and farmers 


Average total paid 
circulation 24,211. ... 
Average total distribution 


27,054 —of course, _ 
@ fen 


y "a , Or 
‘4 N 


buy adhesives and axe handles, flooring and 
floor polish, hand tools and power tools, homes 
and home appliances. garden seeds and garden 
furniture. Let us tell you about the BSN-sparked 
merchandising revolution that started these 
supermarkets on their way to being the answer 
to your sales problem in big city, small town 


or outlying shopping center. 


BUILDING 
SUPPLY NEWS 


5 S. Wabash Ave., Chicago 3, Ill. 


400 Firms Eye Atomic Energy 
For Commercial Sale 


A growing number of private businessmen are beating a 


path to the Atomic Energy Commission's Office of Indus- 


trial Development. Reason: to get in on the ground floor of 


what is destined to be a gigantic new profit-making industry. 


BY JEROME SHOENFELD + Washington Editor 


_ 


nee the first atomic bomb was 
exploded in 1945, businessmen have 
They antici 


ate simply and often vaguely, that 


been try ny to get in. 
day atomic research might af 
perhaps overwhelm, their indus 
I'll need to have an atomic 
Now, Government is trying to 
cite just such competitive anxiety. 
Crovernment has its reasons. Partly, 
to show that America isn’t com 
pulsively stockpiling bombs, with no 
thought about harnessing the atom 


re civilian uses. 
Need Zany Ideas 


Obviously, the Atomic Energy 
Commission can’t create a live, teem 
ng, scheming industry, flowing with 
miracles. For that you need thou 
sands of people who dream up zany 
them. 
executives, you find 


deas and put money into 
Among sober 
then 


An \tomi 


man Says to 


Commission 
“Vou 


know, there’s no money now in this.” 


| nergy 
businessmen: 
He emphasizes the disadvantages. 
You can't own a_ plant in’ which 
atoms are split. Neither can you own 
ts products, “‘fissionable materials.” 
If you discover something, it’s a ques 
tion of whether you can patent it. At 
least, as in any business, you can de 
duct your operating expenses. Maybe, 
he adds consolingly, all) this will 
hange. The law will be amended. 
In May, 1952, the Atomic En 
ergy Commission set up the Office of 
Industrial Development at 1901 Con 
stitution Ave., Washington 25 
headed by Dr. W. LL. Davidson, 
n order to interest the indifferent and 
enl st the 


more than a vear and without benefit 


nterested. In not much 


of more than routine public ity, it has 
lealt with more than 400 concerns. 

Some LOC> want to talk over ideas 
for immediately launching atomic 


60 


business. The ideas are good, but are 
usually against the law. You can’t 
wholesale the fissionable materials on 
which Government has a monopoly. 
You can’t walk into Oak Ridge and 
process the radiant by-products of its 
reactors. You can manufacture radia 
tion detection instruments but, at a 
gross of $20 million a year, the field 
seems crowded for the time being. 
You could prospect for uranium if 
you happened to be a prospector in 
stead of a businessman. Though his 
job is to liven, Dr. Davidson finds 
himself dampening enthusiasm. Now 
and then, somebody comes up with 
something that’s not illegal. 

Most businessmen want exactly 
what Dr. Davidson can provide: in 
formation. About one-fourth — ask 
merely for general Statements ot pol 
icy. Approximately an equal number 
want technical texts already in print. 
Another fourth want more detail. 
They ask just what is happening in 
their own fields, Sometimes Davidson 
can tell them directly ; sometimes he’s 
bound to secrecy. 


Why They Worry 


About seven percent want secrets. 
They're neither spies nor idle busy 
bodies, but 
vho have good reason to ask. One, 
for instance, is worried by develop 
ments that may profoundly change, 
perhaps destroy, his business. He's 
already read the texts accessible to an 
outsider, which further disturbed 
without resolving his doubts. Another 
thinks that by use of atomic processes 
he can improve his product; quite 
naturally, he’d like to know what's 
being done before he lays down hard 


responsible businessmen 


cash, 

All sympathy, Dr. Davidson must 
express his regret that the files are 
closed: “No Fishing Allowed.” But, 


they can be opened. If you're already 


researching, your scientists and tech 
nicians can be cleared; you start off, 
not quite blind, but somewhat near- 
sighted. Atte 
out what you’re doing. Atomic En- 
ergy Commission men appreciate the 
fact that such restriction doesn’t pro- 
mote anything, that it’s perfectly 
reasonable for a businessman to look 
before he spends. At a press conter- 
ence, President Eiserhower promised 
to loosen the restrictions. [Lawyers 
now argue whether this can be done 
directly or only by changing the law. 

The great push to atomic industry 
s expected to come from atomic 


you're in, vou. find 


power, Experts are confident that it 
will happen. 


Who's in It? 


Making fissionable materials cre 
ates enormous heat; there’s as much 
in a pound of uranium-235 as in 
1,300 tons of coal. As soon as atoms 
were split, people thought of hooking 
this energy to electric systems. Fuel 
would cost just a bit more than noth 
ing. But there were, still are, two 
obstacles: Radiation from a_ reactor 
is deadly and caging it in thick metal 
is expensive; lethal radiant ash ac- 
cumulates and, at high cost, must be 
buried. 

But four groups of companies—led 
respectively by Commonwealth Fdi- 
son and Public Service of Illinois, the 
Dow Chemical Co. and the Detroit 
Edison Co., Pacitic Gas and Electric 
Co., Bechtel Corp., Monsanto Chem- 
ical Co. and Union Electric—looked 
deeply into all this at Government 
They 
power plants at once and Congress 
s considering changing the law to 
permit this. Companies such as West 
nghouse and General Electric look 
forward to making and selling rea 
tors to the public utilities. 

Although fuel, in’ eftect 
cost nothing, capital investment now 
makes atomic energy three times as 


request. propose setting up 


would 


expensive as coal. That, it’s suggested 
s because what may become the most 
bountiful 
treated as a burden, a_ cost. The 
deadly ashes are hidden, buried deep. 
If more people studied atomic pro 
invalu 


source of profits now s 


esses, those ashes might be 
able. They'd be proc essed, sold and 
used. Then the whole venture would 
pay off. 
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Media Records Again Shows 
The SEATTLE TIMES Is Seattle’s Top Medium 


(Daily and Sunday, Ist 6 months, 1953) 


The TIMES 


RETAIL 


DEPARTMENT STORE . 


The SEATTLE TIMES 
6,736,840 
2,964,512 


2nd Paper 
4,132,622 
1,572,539 


Led 2nd Paper By 


2,604,218 
1,391,973 


RETAIL FOOD ..... 636,036 167,631 468,405 


RETAIL DRUG ..... 268,937 115,534 153,403 


GENERAL.... 1,970,706 1,517,901 452,805 


CLASSIFIED 3,588,053 2,610,078 977,975 


TOTAL LINAGE « 


[EADERSHIP > 


EARNED BY s 
/ BETTER one ae 


“THE : SEATTLE TIMES 


Represented by O'MARA & ORMSBEE, INC. + New York + Detroit » Chicago « Los Angeles + San Francisco 


13,009,694 8,896,214 4,113,480 


By all means include The Seattle Times 
on your"A” schedules this fall and winter. 


SEATTLE’S ACCEPTED NEWSPAPER 
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Into 


AND KILLED THE ORDER? 


One thing that makes industrial selling tough is the fact that 
today—in most manufacturing plants, especially the large 
ones—there are from three to six men who have a voice in 
recommending, specifying and buying. These men must be 
contacted. But your salesman also has to contend with un- 
known buying influences . . . men whose title or job function 
belie their importance ... whose ‘‘No!”? may cost you the sale. 

One sure way of reaching these unknown buying influences 
is through the magazines they must read to keep up with their 
jobs. Business decisions are influenced by what these men 
read in the editorial and advertising pages of their business 
magazines. 

We call Business Publication, Advertising ‘‘Mechanized 
Selling” because it gives greater productivity to the salesman’s 
efforts ... just as a high speed machine steps up the produc- 
tivity of the skilled workman in the plant. Used for the pre- 
liminary steps of making contact, arousing interest and creating 
preference for your product, business magazine advertising 
gives your salesman more time to concentrate on the impor 
tant job of making specifications and closing the sale. 

Ask your McGraw-Hill man for a copy of our 20-page book- 
let, “Orders and How They Grow.” It gives the salesman a 
realistic appreciation of how business publication advertising 
helps him use his time more productively. You'll want to 


read it, too. 


Mc GRAW- ai : 


FOR BUSINESS 


McGRAW-HILL PUBLISHING COMPANY, INC. 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y ABC) 


HEADQUARTERS 
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our Galee Talk— 


NEW MECHANIZED 
SELLING FILM 
NOW AVAILABLE 


We have just produceda$5m1 
sound-slide film entitled, 

Plateau of Progress.” Thi 
film presents the application 
of mechanization to selling 
shows the job that advertising 
can do in the kind of econom: 
we're living in today 


The film fits ideally into 
conferences, sales meetings 
sales training courses, adver 
tising presentations and other 
gatherings where business pro 
motion is the theme 

Ihis new film, and our earlier 
film, ‘“‘Mechanization— Blue 
print for Profits,” are available 
it all McGraw-Hill district 
offices. For further informa 
tion, ask your McGraw-Hill 
man or write Company Pro 


motion Department 


say that (Government 
wants read knowledge of atomi 
processes so that companies will buy 
ashes. In t some experts predict 


plant has been built, 


jump in, and create 


indoubtedy unde 
molecule, an sotope,” 
presence. Consequently 
t to measure thi knesses 


Beam electrons on what you re gag- 
ing; intensity of the reflected beam 
tells you just what you want to 
know. The machines needn't stop tor 
inspections. Such processes now detet 
mine all sorts of metal plat ngs, thick 
nesses of fabrics, carbon paper. Three 
ompanies make and sell such gaves: 
(jeneral Electric, Tracerlab and In 
dustrial Nucleonis 8. 

With similar 


} 
trechmiques you 


Rains Soak Southwest 


BOUNTIFUI 
Texas 


RAINS 


Most areas have been 


Farmers and ranchmen are 


i good otton rop, 


re jOIINnY OVC 


excellent 


visited Oklahoma and 


prospects ot 


late feed, an additional 


itting of alfalfa, and extra tonnage ot prairic hay 


Pastures are green again 


ample drinking water and 


live stock ire assured of 


improved range feed 


Agricultural buying is responding to the new and gen 


eral moisture 
west are bright 
hap for eeding the 19 


Cro} | irmect 


Prospects for fall business in the South 
Soil in the 


wheat country ts in vood 


with din} | 


ish reserves and credit, are now spending for all com 


modities 
to local buying 


polit in markets 


BOUNTIFUL RAINS 


ness to merchants and dealers 


Optimism at the 


yrass roots IS spreading 


centers and trom there into the metro 


bringing bountiful busi 
of Oklahoma and Texas 


THE OKLAHOMAN & TIMES 
THE FARMER-STOCKMAN 


Oklahoma City 


Oklahoma 


Published by: The Oklahoma Publishing Co 
Represented by The Katz Agency, Inc 


pretest products. Irradiate the sur- 
face of what you're testing and meas- 
ure how much radiation remains as 
the product wears down. It’s said to 
be faster and less expensive to test 
tires, fabrics, and tools in this way. 

Running an oil pipeline involves 
trafh management. It is necessary to 
send different products through the 
same pipe, opening and closing valves 
as they succeed each other at a fork. 
At the present time, it’s easy to know 
when to turn a corner: You mark 
some carbon atoms which distinguish 
product A, which is to flow right on, 
trom product B which must be 
steered left. 

In paint and other industries, you 
must mix ingredients in exact propor 
tions. If they vary, a customer has 
reason to doubt what vou say about 
the product. At one time, you had to 
stop every half hour or so and make 
hemical tests. A company is working 
out a technique tor doing it by radia 
tion, 

ethical 
Mierke, [ pyohn, CUC., 


sCal h with atoms. In 


drug houses, such as 
habitually re 

experiment 
exactly what 


on animals, they see 


happens when they inject drug. 
They discover new products. It’s easy 
to imagine another use by the propri 

ry companies: “Aton 
our headache pills circulate. taster. 
Could a cigarette meker discover that 
the nicotine in his cigarettes doesn't 


irculate at all? 


tests prove 


New Markets 


Some of the most interesting work 
involves lite processes: what happens 
when plants absorb different fertiliz 
ers; how nature makes chlorophyll. 
New products follow discovery. 

The point in all this is that vou 

in identify a portion of the material 
ouwre working with, which permits 
new tests, measures, cet 

There are other uses. A food com 
pany has learned to sterilize tood by 
radiation, A chemical company. finds 
that isotopes speed the comb ning of 
elements. 

As more companies come tn, t’ 
hoped, their technicians will discove 
things nobody has vet thought ot. 
Perhaps, some have done so, but are 
saying nothing until the patent laws 
surrounding atoms have been changed. 

All this, you may think is interest 
ing to the production men. What has 
a sales manager to do with it? Dr. 
Davidson would probably ask whethet 
your customers mightn't be inte: 
ested, Perhaps, he'd suggest they 
have problems in measuring, mixing, 
testing, etc.. which vour atomic lab 
oratory m ght solve. 
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antzen 


swim suits - sunciothes 


“Outdoor Advertising ts Important in keeping Jantzen tops in sales in retail 


stores all over the United States. It puts our message the right way in the 


J Sp Cee es 


Bruce STURM 
/ Manag 
KNILIING MILI IN¢ 


right place — at the right time.” 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO., INC 
serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. © E. A. ECKERT ADVERTISING CO 
of the nation’s PORTER POSTER SERVICE © SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. © BREMERTON POSTER ADVERTISING CO. «© C. E. STEVENS CO 
consumers .. . CONSOLVO ADVERTISING CORP. * LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 
AMERICAN ADVERTISING CO * VERMONT ADVERTISING CO . STARK POSTER SERVICE 
STANDARD OUTDOOR ADVERTISING, INC 444 MADISON AVE NEW YORK CITY 22 


Roy }] catherby, PRESIDENT 
WEATHERBY’S, 7 INC. 


SOUTH GATE, #CALIF. 


Ic//s: 


“How Railway Express 
helps keep our promises’ 


“The Weatherby is America’s most 

powerful rifle. Every one is precision built 
for accuracy and must be given careful 
handling. When we ship Railway Express 
we know our customer will get what 

we promised... the rifle will reach him when 
he wants it, in perfect firing condition. 


‘We count on Railway Express for the 
swift deliveries and careful handling our 
product demands.”’ 


The next time you ship or receive 
anything, specify Railway Express. You'll 
get the kind of shipping your business 
needs... speed, careful handling, plus all 
the other trouble-saving services of 
Railway Express. Service for service, 
cost for cost, it pays to... 


use the conplete shipping service... EXPRESS 


4 GENCY 


No size or weight limit @ Pickup and delivery, within prescribed vehicle limits, in 
all cities and principal towns e Liberal valuation allowance e Receipt at both ends e 
Ship collect, prepaid, paid-in-part, or C.O.D. @ Ship by Air Express for extra speed 
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There are a lot of good, sound advertising 


approaches. For instance . . . 


It all depends on e the hard hitting « the light touch 


e the gentle lure’ « the straight sell 
how well you do it! Whichever is right for your advertising, 


there’s one thing that should always be kept 
clearly in mind. 

Nothing is more dismal than the right 
approach done wrong—nothing more suc- 
cessful than the right approach done right. 


YOUNG & RUBICAM, INC. 


ADVERTISING «+ New York Chicago Detroit San Francisco 


Hollywood Montreal Toronto Mexico City london 
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Take a Bow... 


IF YOU'RE BOTH SHORT AND SUCCESSFUL 


Job expert Dr. Edwin G. Flemming says, “The little slugging just a mite harder because there’s one 
fellow’s status may be compared to that of. a strike against him to start with.” 

woman competing for a man’s job. Like her, the Many short men are outstandingly successful, but 
short man must have more talent and be in there the tall ones seem more likely to win the top honors. 


SALE 


RAILROAD STATION CITY-SCHOOL = SMALL-TOWN RAL 


$ RU 
MANAGERS SALESMEN PRESIDENTS AGENTS SUPERINTENDENTS PRINCIPALS BISHOPS PREACHERS 


5'-912" 5'-10'2" §'.934" 5'-10'2" 5'.834" 


Average Height 


| Height Average Policy 


— 
4—_ +#___—_—_——- $6,180 
3 ——_| <______——_- $5, 468 
—e 
Gas kd $5,336 

Geer my «<—________ $5,070 

11——| ¢ ——__-————- $4,825 
19 <oenee 
¢—1 <______—_—-. $4,468 
44 

Tallest class in the U.S.: The do-good reformers, ae $4,218 

such as prohibitionists and evangelists. The real eee, 

shorties are the 5’6” average musicians. 5 —4{ «—___—__——— $3,903 
— 

If there is a direct relationship between size of . * P 

P Par ° ° a yf 1 3 

income and amount of life insurance carried; / 

it would seem that the nearer to heaven you ee Bie’ 

stand, the more you earn. Provident Mutual ie $3,292 

Life Insurance Company studied 270,000 male 5 FEET eee <— $2,979 

policy holders and found: 


PICTOGRAPH BY 


Gols Monagemeal Sources: Leslie Lieber in THIS WEEK 
i ond B. Franklin Blair (Provident Mutual) in THE RECORD, American Institute of Actuaries 
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The Detroit Times 
“HALF” 

of the Detroit Market 
consists of 

1% MILLION people 
who, this year, 


will consume 


a powerful quantity 


of what you 


have to sell— 


—to SELL’EM— 
‘“TELL’EM” 


with advertising 
in The Detroit Times 


The Detroit Times “HALF” of the Detroit Market 
fs Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


AUGUST 15 1953 


Do People Exaggerate When Asked: 


“WHAT DO YOU INTEND TO BUY?” 


Are people inclined to say they're going to buy a 
new Cadillac, when the most they can do is to keep 
up payments on the refrigerator and the TV set? 


The answer is “NO” — if farmers in the region 
served by the Pacific Northwest Farm Quad are 
typical. For years the publishers of those farm 
papers have been getting returns of 70% or better 
to long questionnaires asking about “intent to pur- 
chase” various items, and “actually purchased.” 


Over the past four years these farmers purchased 
more than intended on 45 out of 46 major item 
mentions. In the single case where purchases 
didn’t exceed intentions, 5.1% said they intended 
to buy a radio-phonograph set in 1952. A check- 
up this year revealed that precisely 5.1% did buy 


such a set. , 


1953 buying intentions may, therefore, be taken 
as a minimum, rather than as a figure to be dis- 
counted. 


FOR FARM 
Will buy this year, % 


5.4% 


3.0% 


—_ 


10.3% 


1.2% 


ath 


NEW USED 
TRUCK TRUCK 


TRACTOR, 
Wheel Track 


COMBINE, 
Regular 


COMBINE, 
Self-propelled 


TRACTOR, 


8.8% 
6.6% 


4.7% 


8-15-53 


REFRIG- 


FOR HOME Will buy this year, % 


6.6 % 


4.7 % 


WASHING 


NEW USED RANGE WASHING RADIO - 
AUTO AUTO ERATOR MACHINE, MACHINE, PHONOGRAPH 
Regular Automatic 


“WHAT DO YOU INTEND TO BUY” 


Source: “What's Being Bought in 1953” 
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This 
is 
interest 


is 


HINTHUSIASM! 
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The | 
AME RICAN WEEKLY 
creates WNTHUSIASM 


You get market coverage that makes sales grow fast with The American Weekly .. . 
20% or more of the families in 4,204 places of 1,000 population 
or more, and in 765 cities of 10,000 population or more! 


*Enthusiasm is interest raised to the buying pitch! 


AUGUST 15 


NOW QNE OF THE NATION'S MAJOR ASSOCIATIONS 8-15-53 


YOUR NSE 


YOUR NSE... NOW ONE OF 
THE NATION’S MAJOR ASSOCIATIONS 


In less than twenty years National Sales Executives, Inc. 
has become one of the largest and most powerful asso- 
ciations, outdistancing in membership and revenues all but 
a few trade or professional groups. 


The period of greatest growth has come since the war, 
helped by greater emphasis on sales in the nation’s econ- 
omy, and a strong headquarters staff under the leadership 
of Robert A. Whitney, President. 


AFFILIATED 
CLUBS MEMBERS REVENUES CHAIRMAN 
TIT ES A. T. DANIELSON 
aad ey AA a Barker Bros. 
TITT S GENE FLACK 
1947-48 82 AAA ” Sunshine Biscuits 
oas-49 | 90 | YONNH ye "ited Schindler 
, 11,022 $128, 473 Company 
- 1949-50 | 106 vyyyyY = a 
14,034 $153,529 
TTTTITTT SE A ARTHUR A. HOOD 
1950-51 121 AMAA $197,874 Vance Publications 
| | gpeeeeeuEes SEE AL N. SEARES 
1951-52 145 AMAL ats ss Remington Rand 
952.53 | 158 | VOYVPYYYHY CLARK 
21,300 
1953.54 | 180 AAA : IMS, DOME 
_ (est.) ; 24,500 $405,000 , ; 1 Motor 


Sour 


i 


f 


All sales executives, whether members or not, can take pride in the growing power of this 
potent association which is helping the cause of selling not only here but in dozens of foreign 
countries. 


e: Official Operating 


Statistics 


N 


SE, inc 
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These 15 manufacturers of 


cutting fluids and lubricants 
advertised in STEEL 
during 1952 


ATOR CO. | 


H your product belongs in metalworking... 


your advertising belongs in ... ~7~274 / 


WADGATINE OF Ate LM ORAS 


More than 17,000 metalworking plants 


are quantity buyers of Cutting Fluids and 


Lubricants and these are the plants 

reached by STEEL. Key management, 

produc tion, engineering and purchasing 

men in these plants read STEEL. Here they 

find reported the helpful news, market and 
technical information they need. One more 
reason that STEEL is the logical choice as the 
hasic paper to reach the $111 billion 
metalworking market. STEEL « Penton Building 
Cleveland 14, Ohio 


MANAGEMENT 


<9 PURCHASING 


You advertise in STEEL to reach all four buying influences 


PRODUCTION 


ENGINEERING 


4 44 


ADP, SYLORS 


in the TOLEDO BLADE... and printed the way you like to have them printed! 


In the first six months of 1953, The Blade carried 
279,336 lines of R.O.P. Color 84,941 more lines than 
in the corresponding period for 1952. In one year, it 
has jumped from 44th to 24th among U.S. newspapers 
in total color linage, and is gaining. Color in the Toledo 


Blade is a selling combination that is hard to beat. 


TOLEDO BLADE 


Five High-Spots in this Study: 


@ Run-of-Paper Color now provides every-day sales opportunity 
for advertisers in 580 U.S. newspapers. 


@ In just 119 major cities in 1952, national and local advertisers 
bought nearly 50 million lines in ROP Color. 


@ Although rates for ROP Color are higher than for black-and- 
white, more advertisers are finding that readership and sales 
impact are higher still! 


@ In addition to controlled coverage of nearly all major and most 
middle-size markets, ROP Color can now be put to work faster. 


@ Advertisers and agencies generally agree that the quality of 
ROP Color reproduction continues to improve. 


ROP Color: It Can Help to Cut 
Your Advertising Costs 


How big is newspaper color today? Where can you buy it? 
How much does it cost? Who's using it and with what de- 
gree of success? These and a dozen other important ques- 
tions about ROP Color are answered in this big wrap-up. 


BY LAWRENCE M. HUGHES 


Ford Motor Co. has learned a lot 
since Henry Ford I insisted that you 
could buy his product “in any color, 
as long as it’s black.”’ And so have 
the heads of thousands of other out- 
fits. 

Today, with wares ranging from 
Sun-Bronze cosmetics to Blue coal, 
sales and advertising executives are 
putting Color to work — in product, 
package and promotion—to win more 
buyers. 

In the process Color has helped to 
bring into being new merchandising 
functions from product-design to the 
decor of super markets. Color has 
put sales appeal in such newer mate- 
rials as plastics. Color identifies — 
in trademarks, and in the booklets, 
brochures, catalogs, labels, tags and 
other devices that promote them. 

Some major advertising media, 


AUGUST 15, 1983 


such as point-of-purchase, outdoor 
and car cards, have become virtually 
100% Color. And in others the Color 
ratio has expanded fast. Between 
1939 and 1952 Color’s share of total 
magazine linage, says the Magazine 
Advertising Bureau, climbed from 
29.8% to 44.3%. And in a study 
over four decades of one-page and 
larger advertisements in American 
Machinist, Electrical World and En- 
gineering &£ Mining Journal, Mc- 
Graw-Hill’s research department 
found the Color ratio rising from 1% 
in 1910 to 61% in 1950. 
Meanwhile, Color gains ground in 
the biggest medium of all. This me- 
dium has carried advertising in this 
country for two-and-a-half centuries. 
It still continues to‘collect one-third 
of all dollars spent by all advertisers 


in all media — including $526,058,- 


000 in 1952 by national advertisers. 
This medium is newspapers. 
Until World War II, Color in 

newspapers was mainly a matter of 

“sections” — comics, magazines and 

gravure. A sort of Sunday dressing- 

up, you might say. 

But since then Color has started 
to become a seven-days-a-week won- 
der. 

As of July 1, 1953, a total of 580 
dailies — or about one-third of all 
1,786 daily-Sunday newspapers in 
this country—had made Run-of-Pa- 
per or ROP Color available to ad- 
vertisers. 

For such equipment they spent 
hundreds of millions. On this invest- 
ment already they are getting back 
annually scores of millions in space 
sales. 

And if all the results of all the 
efforts of all advertisers could be iso- 
lated and tabulated, ROP Color 
might well be called a new Multi- 
Billion Dollar Sales Power. 

Relatively, howéver—in this big- 
gest medium — ROP Color is still 
small. In newspapers of 119 major 
cities measured by Media Records, it 
accounted in 1952 for only 1.6% of 
all display linage. But this was still 
an impressive 49,257,765 lines. 
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if you want the best results from your color investment. See 


YOU DON'T USE COLOR just "dabbing it on"... 
how skillfully Kellogg utilizes red in this advertisement (rough of entire ad shown sketched on facing page) to 


dramatize the "fresh" idea. 
PEPSI-COLA'S FAMOUS BOTTLE CAP (see reproduction on facing page, and rough of advertisement from which 


it was taken) in color achieves perfect identity with the package and with point-of-purchase materials. 
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SOCONY has invested millions 
of dollars in radio-TV adver- 
tising suggesting that motorists 
buy “at the sign of the Flying 
Red Horse." Now it cashes in 
on a theme in color newspaper 
advertising. 


| | AT your baonthe h Ube Doolers " | Pee 


Scores of national and regional ad- 
vertisers and hundreds of local ad- 
vertisers have climbed aboard the 
bandwagon. 

The “national” list is led by ad- 
vertisers of foods, alcoholic beverages, 
soaps and toiletries, beer and gasoline 
and oil. But, including manufactur- 
er-retailer co-operative efforts, it 
ranges from motor cars and home ap- 
pliances to cosmetics, floor coverings 
and swim suits. 

And although the leading Jocal 
users are department, grocery, ap- 
parel and furniture stores, this group 
now extends from banks and build- 
ing-material dealers, dairies and drug 
stores, to movie theatres and morti- 
cians. 


A lot of advertisers, however, still 
have a lot to learn about ROP Color. 
It is harder and costlier to prepare 
than black-and-white. For the same 
space in color the advertiser pays a 
premium — varying considerably for 
one, two or three colors in different 
newspapers — from 25% or less to 
50% or more. Usually, ROP Color 
must be closed several days earlier 
than black-and-white. And after all 
this, although quality of reproduction 
is steadily improving, an advertiser 
still throws an occasional fit on see- 
ing his beloved crimson trademark 
emerging somewhere between cerise 
and maroon. 

Few national advertisers and their 
agencies as yet have put together 
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much evidence of ROP Color’s read- 
ership. But they know their dealers 
and salesmen generally like it, and 
work harder to merchandise it. Prob- 
ably, more manufacturers would be 
less in the dark about ROP Color if 
they were to learn what their dealers 
have found out about it . 

Yet ROP Color in newspapers is 
by no means new. It was first used in 
the Milwaukee Journal of January 
5, 1891, in the form of a red, white 
and blue banner across the front 
page, celebrating the inauguration of 
one George W. Peck as governor and 
the liberation of Wisconsin from all 
manner of evil forces. 

The New York Recorder employed 
it editorially in 1893, the New York 
Herald in 1894, and the New York 
Journal and the Chicago Tribune in 
1897. 

The Milwaukee Journal and Chi 
cago Tribune have long been at or 
near the top in ROP Color advertis- 
ing linage. But with the single recent 
exception of the New York Post, the 
Manhattan newspapers have still to 
make their start in it. 

“Spot” or one-color advertising, in 
which only a package or trademark 


may be colorized, has been offered by 
some newspapers for two decades. 

The first ROP “process” adver- 
tisement in three colors and black ap- 
peared in the Milwaukee Journal of 
May 16, 1937. This was an “office 
ad,” announcing that the Journal's 
“Betty Anne” would report for the 
women’s pages the coronation of 
King George VI of England. She 
would also find some fashion news 
worth noting. 

Efforts to sell “full Color’ ROP 
to advertisers were delayed by World 
War II. 

This “new medium” takes a rather 
special kind of selling. Some news- 
papers, having spent a lot of time and 
money on new equipment, believe 
that advertisers should assume a 
larger share of the cost from the 
Start. 

On the other hand, when the Cin- 
cinnati Enquirer intrdduced full 
Color in February, 1951, it decided 
to offer one full page a day for 24 
days at black-and-white rates. This 
amounted to a “gift” to advertisers of 
$300 a day, or $7,200. By 5 p.m. on 
the day of the offer all 24 pages were 
taken. An Enquirer executive said 


color. 


quota are 15% above normal. 


program. 


Surveys Show . 


COLOR ADVERTISING 
SELLS! 


@ First paper in Maine to use color. 
@ Only paper in Central Maine that prints ROP 


There’s no question that color advertising sells more, especially if 
you pick the right market and the right medium. 


This is particularly true in Waterville, Maine where family income 
is $5,274 $649 above the State average—where retail sales are 48% 
above normal and the quality of market index and buying power 


The Waterville Sentinel, giving 100% coverage of the homes in the 
city and retail trading zone and 66% coverage of the entire county, 
is the sure way to get the greatest attention to your color advertising 


Central Maine's Fastest Growing Daily 
WATERVILLE MORNING SENTINEL 


Waterville, Maine 


that the newspaper did not lose 
money on it. And although the ad- 
vertisers would not spill “results,” 
they seemed well satisfied. 

On the strength of “new economies 
in mechanical processes,” the Phila- 
delphia Inquirer has just announced 
a 25% reduction in ROP Color rates. 
This is the Jnquirer’s second ROP 
Color reduction in two years. 

But the advertising manager of a 
New England newspaper of 70,000 
circulation points out that ‘“adver- 
tisers and agencies should now re- 
cognize Color advertising in its true 
value, and allow newspapers to 
charge a price that will keep them in 
business.” 

More newspapers are urging ad- 
vertisers to regard their début in 
ROP Color as a “capital budget” 
item—deserving of their best creative 
and analytical brains. 

They point out that, as with tele- 
vision several years ago, advertisers 
have a chance to develop a “fran- 
chise” which can become consistently 
more worth-while. 


Little Competition—Now 


Today, the impact of ROP Color 
in newspapers is strengthened by the 
fact that such advertisements are still 
relatively rare. In contrast with 60 
to 100 Color advertisements in a 
typical issue of a_large-circulation 
magazine, for example; the reader is 
exposed, even in a leading “Color” 
newspaper, only to three or four — 
which “dominate” the issue. 

Because ROP Color still is such a 
small part of total newspaper adver- 
tising, and because two-thirds of 
newspapers — including some of the 
largest — don’t offer it at all, news- 
papers themselves have hardly begun 
to give it adequate promotional at- 
tention. 

The $1.5 million annual budget of 
the Bureau of Advertising, American 
Newspaper Publishers Association, 
includes no efforts for ROP Color. 
National Newspaper Promotion As- 
sociation and American Association 
of Newspaper Representatives have 
yet to throw their weight behind it. 
And the last formal discussion of 
ROP Color by Newspaper Adver- 
tising Executives Association was 
held in June, 1951. 

Today, however, some promotional 
forces are stirring. One of them is 
the more-than-90 newspapers which 
have subscribed to the Milwaukee 
Journal’s new ROP Color Service. 
(See page 104.) These and other 
newspapers have compiled impressive 
evidence to show that Color can 
count for more. 
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add EXTRA 
SELLING POWE 


The Sunday Oklahoman is the biggest Sunday newspaper 
in the Southwest — bigger than any in Dallas, Houston, Fort 
Worth or San Antonio. It reaches the biggest market — does 
the biggest selling job. 

Add color to this selling power and, as in all newspapers, 
you get extra results out of all proportion to its extra cost. 


The Oklahoman and Times, with every modern facility 
for run-of-paper color production, many years of accumulated 
know-how, and an unrelenting determination to excel in this The Oklahoma 
field, are producing r.0.p. color in editorial and advertising Publishing Company 
columns equal to the best. The Farmer-Stockman 
Write for the folder, ““R.O.P, Color,’ and ask for samples WKY Radio and WKY-TV 
of current r.0.p. color production. Represented by KATZ AGENCY, INC. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 
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MEET THE NATION’S MONEY- 
MAKING CHAMPS 


U.S. Census Bureau data, just released, shows South Bend 
Indiana’s average family income to be first in the nation! It is 
$4349. (Please do not confuse this 
Effective Buying Income per Family of $7193.*) 

You can saturate South Bend 


Area as well 


Che 


South Mend 
Cribune 


P. A. Miller — Pres. and Editor 


with only one paper, the South Bend Tribune 
Write for free market data book, 
* Sales Management, May, 1953 


Franklin D. Schurz — Secy. and Treas. 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


figure with South Bend’s 


and its entire Metropolitan 


“Test Town, U.S. A.” 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


Where Can You Buy ROP Color? 


In addition to 580 newspapers in 
47 states and the District of Colum- 
bia, ROP color is offered by news- 
papers in Alaska, Hawaii and Puerto 
Rico, and by 18 newspapers in six 
Canadian provinces. 

The 580 “Continental U.S.” news- 
papers are located in some 500 com- 
munities. More than one-fourth of 
them are in three states—California, 
Texas and Ohio, in that order. These 
three with six other states—Pennsy]- 
vania, Illinois, Wisconsin, Michigan, 
Florida and Indiana — have about 
half of all U.S. ROP color markets. 

But among other states with a 
dozen or more are Iowa, Massachu- 
setts, New York, North Carolina, 
Oklahoma and Washington. 

On the other extreme, Arizona and 
Delaware have only one color market 
each—Tucson and Wilmington—and 
Rhode Island as yet has none at all. 

ROP color has developed primarily 
in the Middle and Far West and the 
South. It has lagged in the East. 
Among all the biggest markets it has 
made least progress in New York. 
There it is offered only by the New 
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York Post, the Brooklyn Daily, 
Brooklyn Eagle and by the Long 
Island Press and Long Island Star- 
Journal in Queens and Nassau. 

The. fact that the majority of na- 
tional advertisers spending $1 million 
or more annually and their agencies 
are located in this “blackout area” 
may have slowed the growth of ROP 
color nationally. 

Nevertheless, it is available, from 
one or more newspapers, in all except 
one of the 30 U.S. cities listed in 
SM’s current Survey of Buying 
Power as having 400,000 or more 
population. The exception is Hemp- 
stead Township, N.Y. 

Of 70 between 100,000 and 200,- 
000, it cannot be bought in 19: 
Phoenix, Ariz.; Hartford, New 
Haven and Waterbury, Conn.; 
Savannah, Ga.; Moline-East-Moline- 
Rock Island, Ill.; Cambridge, Fall 
River, Somerville and Springfield, 
Mass.; Dearborn, Mich.; Jackson, 
Miss. ; Elizabeth, Passaic-Clifton and 
Paterson, N.J.; Albuquerque, N.M.; 
North Hempstead Township and 
Yonkers, N.Y.; and Reading, Pa. 


In other words, ROP color can be 
bought in 99 of the 123 cities of more 
than 100,000 population. It is also 
available in 74 cities of 50,000 to 
100,000, in 121 cities between 25,- 
000 and 50,000, and in 199 com- 
munities of less than 25,000 popula- 
tion. 

The 580 newspapers which print 
ROP color, of course, all offer at 
least one color, not including black. 
In addition, 288 of them also print 
two colors and 211 three colors. 

Two-thirds of newspapers in cities 
of 500,000 to 1 million population 
offer three-color, as compared with 
only one-fourth of those in cities of 
more than 1 million; nearly half of 
newspapers in 100,000-250,000 popu- 
lation cities; one-third of those be- 
tween 50,000 and 100,000; one- 
fourth of those between 25,000 and 
50,000, and one-tenth of those in 
communities of less than 25,000. 

But this trend varies considerably 
in different ,tates. For instance, of 
some 66 California newspapers and 
44 Texas newspapers now providing 
ROP color, about half have three- 
color. 

In 500 cities across the country 
ROP color can help advertisers to 
crack their sales problems. 
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In Chicago, It Takes 2 


—you can't get by with less 


No single daily newspaper reaches even half of your Chicago- 
area prospects. It takes TWO. For greatest net unduplicated 
coverage, one must be The Chicago Sun-Times—whether you 
are advertising in standard b&w or in black and one color. 
Look how spot color stands out! Put it to work for your 
products in The Chicago Sun-Times—at Chicago’s lowest page 
rate per thousand readers! 


Complete printing material for ee a 
spot color advertising must be : 4 


received at least three days be- ee 

fore publication date. When ‘ ‘ Wy 

any color other than red is or- i | ay 
dered, at least one week's weal ie 


notice is required. 211 West Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


5: 


\\= = CHICAGO 


—Readership Concentrated Where Most Of The Buying Is Done. 


Represented by: Sawyer-Ferguson-Walker Co., Los Angeles, San Francisco, Philadelphia, Detroit, Atlanta Hal Winter Co., Miami Beach 
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Leaders in ROP Color Standings 


Media Records’ figures for the first six months of 1953 showed that 
the Milwaukee Journal, Chicago Tribune, and Fort Worth Press 
paced the field in ROP color linage. 


The Media Records’ reports for 380 newspapers in 119 major cities 
do not cover 23 cities of more/than 100,000 population. The “standings” 
shown below therefore should not be taken as “final.” For, example, 
Media Records does not measure the Birmingham newspapers. The 
Birmingham News, evening and Sunday, reporting 301,561 ROP color 
lines In the five-month period, probably stood in the top 10. 


The first 30 reported by Media Records for first six months 1953, 
were: 


Total 
709746 
515840 
506700 
480550 


Evening 
403808 


Sunday 
305938 
86800 


Morning 

. Milwaukee Journal : 
. Chicago Tribune 
. Fort Worth Press 
. Dallas News 
. New Orleans 

Times-Picayune & States ..... 
. Los Angeles Times ... 
- Dallas Times-Herald 
. Fort Worth Star-Telegram 
. Denver Post 
. Cincinnati Times-Star 
- Houston Chronicle ... 
- Omaha World Herald 
. Atlanta Journal & Constitution .. 
. Minneapolis Star Tribune . 
. Dayton News .. 
. Miami Herald . 
- Grand Rapids Press 
. Indianapolis Star .. 
. St. Louis Post-Dispatch 
. Sacramento Bee 
. Tulsa World 
. St. Paul Pioneer Press & Dispatch 
. Nashville Tennessean —- 
. Toledo Blade ..... 
. Los Angeles Examiner 
. Cincinnati Post .. 
. Houston Post .. 
. Seattle Times 
. Portland 
. Indianapolis News 


429040 
506700 
370463 


33916! 
303200 


430131 
413406 
392726 
384019 
382169 
344828 
342673 
331278 
326946 
315726 
315196 
307211 
300913 
298190 
291234 
290279 
288796 
286434 
280488 
279336 
277142 
276801 
274721 
270075 
260882 
255776 


311569 

308677 

353059 

344828 

290567 

303310 

272010 

267246 

280964 
267133 

300913 
263372 

256805 

290279 
215404 

185766 
207923 

24085! 
227024 

276801 
199850 

215679 
178510 

255776 


How Fast Is ROP Color Linage Growing? 


In the 380 newspapers in the 119 
cities measured by Media Records, 
Inc., total display advertising in the 
year 1952 reached 3,194,502,000 
lines. Of this, Media Records found 
in a special study for SM, ROP 
color in these newspapers came to 
49,257,765 lines. This was only 
1.6% of the display total. 

But the trend has been sharply up- 
ward. Between 1946 and 1952, while 
all display advertising in newspapers 
measured by MR gained 45%, ROP 
color advertising in the 25 leading 
newspapers publishing it trebled. It 
climbed from 5.6 million lines in 


1946 to 7.3 million in 1947, 8.7 mil- 
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lion in 1948, 10.2 million in 1949, 
13.9 million in 1950, 16.0 million in 
1951, and 16.0 million in 1952. 

An MR study for the new ROP 
newsletter of Reilly-Lake Shore Elec- 
trotype Co., ““What’s new in ROP 
Color,” shows that in the first four 
months of 1953, while total black- 
and-white linage in the 119 cities 
increased 3.6% from the first four 
months of 1952, ROP color linage 
gained 8.7%. And in April b-&-w 
rose 5.3%; ROP color, 25.5%. 

Of the April color total of 5,849,- 
185 lines, 2,195,573 were for retail 
and 3,120,630 for national advertis- 
ing. Thus while retail linage norm- 


ally is three times as large as na- 
tional (“general” and “automotive” 
combined), in ROP color national is 
now 50% larger. 

In the first four months of 1953, 
23 of the top 50 newspapers in total 
advertising also were among the top 
50 in ROP color. Both lists are led 
by the Milwaukee Journal—and in- 
clude among their top 25 the Chicago 
Tribune, Los Angeles Times, Miami 
Herald, Houston Chronicle, St. 
Louis Post-Dispatch, Dallas Times- 
Herald, New Orleans Times-Pica- 
yune &£ States, Atlanta Journal and 
Constitution, Dallas News and To- 
ledo Blade. But in the ROP color 
listings the standings of nearly all of 
these newspapers are higher. 

And those not in the first 50 in 
total which made the first 50 in 
ROP color in the first four months 
of 1953 were, in order: The Omaha 
World-Herald, Grand Rapids Press, 
Tulsa World, Sacramento Bee, Erie 
Dispatch-Herald, Cincinnati Post, 
New Orleans Item, Miami News, 
Oklahoma City Oklahoman, San 
Francisco News. 

Also the Des Moines Register & 
Tribune, Indianapolis Times, Evans- 
ville Press, Indianapolis News, Salt 
Lake City Tribune, Wichita Eagle, 
Evansville Courier, San Francisco 
Chronicle, and San Jose News & 
Mercury. 

Whereas only three of the top 50 
newspapers in total linage— the St. 
Petersburg Times, Norfolk Virgin- 
ian-Pilot and Syracuse Herald-Jour- 
nal &§ American—are in cities of less 
than 250,000 population, 13 of the 
top 50 in ROP color are in under- 
250,000 cities. 

In the full year 1952 the first 50 
newspapers in ROP color linage were 
in 35 cities in a score of states and 
the District of Columbia. Although 
more than one-third of all of these 
were in California and Texas, the 
rest were spread from Georgia and 
Florida to Washington and Oregon. 
They included Arkansas, Louisiana, 
Oklahoma and Tennessee; Ohio, In- 
diana, Michigan, Illinois, Wisconsin, 
Minnesota and Missouri; Nebraska, 
Colorado and Utah. Cities of more 
than 500,000 population in this group 
were Chicago, Cincinnati, Dallas, 
Houston, Los Angeles, Milwaukee, 
Minneapolis, New Orleans, St. Louis, 
San Francisco, and Washington. All 
but four of these cities were repre- 
sented by more than one newspaper. 

All but seven of the top 50 in the 
year 1951 were in top 50 in 1952. 

Those which moved up were the 
St. Petersburg Times, Oklahoma 
City Oklahoman, San Diego Trib- 
une, Portland Oregonian, San Fran- 
cisco Examiner, Grand Rapids Press, 
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Again, THE INQUIRER announces an important 
reduction in advertising rates for daily ROP color. 
New economies in mechanical processes make possible’ 
this second INQUIRER ROP color rate cut in two 
years. Now, at lower cost, you can get extra advertising 
results from color in The World’s Greatest Industrial 
Area—fast-growing Delaware Valley, U.S.A. 
e 
Here’s how daily ROP color premiums have been 
NL seueeee ‘eer reduced: 2 or 3 colors and black is now $600 
Bg Mpg compared to the old premium of $800; 1 color and 
black $450 instead of $600. Daily color is 
available in full-page units. 


ey , ‘ 4 
td . ony 
» faz | AMOR 
4 © caver \goet 7 \ 
Ve 


3 8 ee 
Com NEw JERSE & Now you can make your advertising work even 
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HARDER! Put it in color ...in THE INQUIRER... 
Philadelphia's first newspaper. And remember, daily full 
color is EXCLUSIVE in THE INQUIRER in Philadelphia. 


Now in its 20th 


=a. Che Philadelphia Inquirer 


Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representatives: 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX West Coast Representatives: FITZPATRICK & CHAMBERLIN 
342 Madison Ave., N.Y.C. 20 N. Wacker Drive, Chicago Penobscot Bidg., Detroit 155 Montgomery St., San Francisco 1127 Wilshire Boulevard, Los Angeles 
Murrey Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 
7 . 
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ComerHing Migsine... 


LIKE CALIFORNIA WITHOUT THE 
BILLION DOLLAR VALLEY OF THE BEES 


To really shoot for sales in California, make sure your newspaper 
schedule gives you coverage of the rich inland area — the Billion Dollar 
Valley of the Bees. This region has more buying power than 
San Francisco and Oakland combined .. . and its favorite 


=" Me CLATCHY NEWSPAPERS 


THE SACRAMENTO BEE ¢ THE FRESNO BEE « THE MODESTO BEE 
*» 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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more than 100,000 population. 


Media Records. 


Tampa and Wilmington. 


Media Records “Misses” 
23 Major Cities 


The 119 cities used by Media Records in measuring newspaper 
trends do not include 23 among the total 123 cities in the country of 
Newspapers in some of these cities 
may change somewhat the ROP color “standings” as reported by 


The 23 cities are Allentown, Austin, Baton Rouge, Birmingham, 
Bridgeport, Canton, Chattanooga, Corpus Christi, Elizabeth, Evanston, 
Fall River, Flint, Kansas City, Kan., Mobile, Montgomery, New Bed- 
ford, Paterson, Phoenix, Savannah, Shreveport, Springfield, Mass., 


and Evansville Press. 

The seven which moved down 
‘were the San Antonio News, San 
Antonio Express, Indianapolis Times, 
Toledo Blade, Cinginnati Enquirer, 
Columbus Dispatch, and Fort Wayne 
News-Sentinel. P 

But early in 1953 some of these— 
specifically the Indianapolis Times 
and Toledo Blade—moved up again! 

From third in ROP color stand- 
ings in 1946, the Milwaukee Jour- 
nal climbed to second in 1947, and 
to first in 1948. The Journal has 
held the No. 1 spot steadily since. 
Second for the last five years in a 
row has been the New Orleans 
Times-Picayune & States. The Dal- 
las News, third in 1952, has been in 
the top 10 since 1949, and the Chi- 
cago Tribune, fourth in 1952, has 


been in this group since 1948, The 
Atlanta Journal, fifth, made the top 
10 for the first time last year. 

Four other of last year’s leaders 
which have reached this group con- 
sistently in recent years have been the 
Los Angeles Times and Houston 
Chronicle, two years in a row; the 
Tulsa World, four years, and the 
Dallas Times-Herald, five years. The 
Sacramento Bee in 1952 was in the 
top 10 for the first time since 1947— 
when it stood fourth among all news- 
papers in ROP color linage. 

In the first four months of 1953 
the fight for a spot in the top 10 be- 
came more than ever a “Texas af- 
fair.” The Fort Worth Press and 
Fort Worth Star-Telegram both 
moved into it (with the Denver Post 
and the Omaha World-Herald). 


Which Newspapers Are Now Making 
The Largest ROP Color Increases? 


With a lusty gain of 169% in the 
first four months of 1953, the Fort 
Worth Press showed the largest in- 
crease in ROP color linage among 
some 100 larger and smaller news- 
papeis participating in a survey by 
SALES MANAGEMENT. Many of 
these newspapers are not included in 
Media Records’ reports for 119 
cities. Besides, SM sought from them 
a lot of other data—on their national 
and local advertisers, with case his- 
tories; on rates and availabilities for 
ROP color, etc. The findings on 
these different subjects are presented 
elsewhere in the ROP Color Report. 

SM wrote to 280 newspapers list- 
ed by Standard Rate & Data as 
carrying ROP color. These are 
neatly 50% of all 580 newspapers 
carrying it. Nineteen are in cities of 
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more than one million population; 
33 in cities of 500,000 to one mil- 
lion; 33 in cities of 250,000-500,000 ; 
67 in cities of 100,000-250,000. They 
include all 152 newspapers in cities 
of 100,000 or more in Continental 
U.S. listed as carrying “any” ROP 
color—one, two or three colors. 

In addition, the questionnaire went 
to 128 newspapers in cities of less 
than 100,000 listed as carrying two 
or three colors. 

Replies were quite representative 
of the newspapers in all areas in 
cities of all population sizes, They 
came from 31 states, from Alabama 
and Colorado to South Dakota, 
Washington and Wisconsin. And 
just as one-fourth of all U.S. news- 
papers carrying color are in Cali- 
fornia, Texas and Ohio, nearly one- 
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Add the 
IMPACT . 


of 


COLOR 


_ALTOONA 


Add reader-pulling color, 
matched to your exact 
specifications in the 
Altoona Mirror every day. 


Use the combination you want 


Black plus 1 COLOR 
Black plus 2 COLORS 


Remember, color adds pull- 
ing power to your story, 
helping you sell ALL the 
over 33,000 daily circula- 
tion of the Mirror. 


ALTOONA, PA.'S ONLY 


EVENING NEWSPAPER 
RICHARD E. BEELER 
Advertising Manager 


Elltoona 
Mirror. 


Chicago [ribune 
sells products 


salls Servi 


tonto HEARD and read about what newsprint 
color is doing for other advertisers. Maybe you have 
been wondering what it can do for you. We believe that 
we can show you how to take maximum advantage of this 
dynamic selling force. 

What we have to offer, in addition to maximum cover- 
age of the Chicago market and responsive reader interest 
unmatched by any other medium, are the knowledge and 
resources that have helped scores of advertisers get out- 
standing results from newsprint color advertising in the 
Chicago Tribune. 

The results of experience 
Much of what we can offer to you is the result of our good 
fortune in having worked with aggressive manufacturers 
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and their agencies. In exchange, we contributed importantly 
to their operations because of what we know about WHy, 
WHEN and WHERE and How people buy in the multi-billion 
dollar Chicago market. 

We can show you dozens of case histories which demon- 
strate the terrific sales wallop of Tribune newsprint color. 
We can tell you how other advertisers have used it, mer- 
chandised it, profited by it—what it has done for new prod- 
ucts and in competitive situations to get brand identifica- 
tion and to increase distribution and sales. 


For any product or service 


You can use Tribune newsprint color to add smash impact 
to your advertising. You can use it to present your product, 


SALES MANAGEMENT 


newsprint color 


in a distinctive setting that will build prestige. It works for 
packaged products, big-ticket items and intangibles. And it 
works wonders. 


These advertisers used one or more 
full pages in Chicago Tribune newsprint color 
during the first six months of 1953: 


You can use two-color, three-color or four-color advertising. 


You can utilize line cuts or process halftones. Representa- 
tive specimens of what we have published will satisfy you 
regarding the artistic reproduction and superior quality of 
‘Tribune newsprint color printing. We can show you how 
you can make substantial savings in engraving costs by 
using your present magazine plates. 


Admiral Refrigerator 

American Family Detergent 
American Family Soap Products 
Armour Meat Products 

Armour Products 

Armour Suds 

Bell Savings & Loan Ass'n 
Borden's Buttermilk 

Borden's Cottage Cheese & Ice Cream 
Borden's Cottage Cheese & Milk 
Borden's Ice Cream 

Borden's Ice Cream & Milk 
Bowman Dairy Products 
Budweiser Beer 

B-V 

Cargill Lawn Seed 

Cheer 

Chicago Milwaukee, St. Paul & Pacific 
Coca-Cola 

Colgate Dental Cream 

Delta Airlines 

Dodge 

Dole Pineapple & Juice 

Duncan Hines Cake Mixes 
Duncan Hines Pancake Mix 
Eastern Airlines 

Ford 

Frigidaire Air Conditioning 
Frigidaire Dehumidifier 
Frigidaire Range 

Frigidaire Refrigerator 
Frigidaire Washer 

Gerber Baby Foods 

Hamm's Beer 

Harnischfeger Corp 
Hawthorn-Mellody Cottage Cheese 
Hi-C Grape Drink 

Hi-C Grape & Orange Drink 
Hills Bros. Coffee 

Hoover Washer 

La Palina Cigars 

Maytag Washer 

Meister Brau 

Mutual of Omaha 

National Biscuit Crackers 
National Homes 


A stronger consumer franchise 


Much of the newsprint color advertising which we now 
print is placed by advertisers who have used it for years. 
For them it is no experiment or temporary program. Re- 
sults have made Tribune newsprint color a key factor in 
their sales work here. 

More and more advertisers, like those listed at the 
right, are cashing in on the ability of Tribune newsprint 
color to deliver extra sales volume and to build a stronger 
consumer franchise for their brands. Why not find out what’s 
in it for YOU? 


Facts you want to know 


If you’re looking for a fresh promotional approach that is 
based on sound sales experience, we’d like to talk with you 
and your advertising counsel about Tribune newsprint color. 

We earnestly believe that what we have learned in work- 
ing closely with this powerful advertising tool and with the 
companies who have used it will make our discussion well 
worth your while. 

Our representative will be glad to bring you complete 
details about Tribune newsprint color and the opportunities 
it presents in your particular field. Why not get in touch with 


Nescafe 

New Era Potato Chips 

Northwest Airlines 

Old Colony Ginger Ale 

Old Dutch Cleanser 

Old Manse Syrup 

Oscar Mayer Liver Sausage & Weiners 

Oscar Mayer Liver Sausage & Smokie 
Links 

Oscar Mayer Liver & Pork Sausage 

Oscar Mayer Meat Products 

Oscar Mayer Pork Sausage & Weiners 

Oscar Mayer Sandwich 'n Snack Treats 

Oscar Mayer Smokie Links 

Palm Beach Co 

Peoples Gas Light & Coke Co 

Pepsi-Cola 

Quaker Oats & Quick Quaker Oats 

Quick Quaker Oats 

Red Cross Macaroni Products 

S & W Juices 

S & W Products 

Salerno-Megowen Crackers 

Sara Lee Products 

Sawyer Town House Crackers 

Scoop 

Scott Petersen Sausage 

Schulze & Burch Crackers 

Seagram's 7 Crown 

Silvercup Bread 

Sinclair Refining Co 

Squirt 

Standard Oil Co. of Indiana 

Sugar Crisp 

Sugar Krinkles 

Swanee Paper Products 

Swift ‘ning 

Swift's Bacon & Franks 

Swift's Bacon & Pork Sausage 

Swift's Franks & Sausage 

Swift's Meat Products 

Tide 

Westinghouse Clothes Dryer 

Westinghouse Freezer & Refrigerator 

Wilson Meat Products 

Wonder Bread 


us today? 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg 


ADVERTISING SALES 
REPRESENTATIVES 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St 
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Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd 


THE LEADERS 


Milwaukee Journal 


EXPERIENCE! 


- Total Linage 
1,322,596 


New Orleans Times-Picayune (Morning) 


and States (Evening). . . 


DallasNews 
Chicago Tribune. 


927,840 
875,029 
863,320 


San Diego Union (Morning) and 


Evening Tribune (Evening) . . 


809,972 


(Source - Media Records ‘Color R.0.P. Advertising Twelve Months - 1952") 


YOU can depend on the San Diego Union 


and Evening Tribune to provide effective 


R. O. P. color reproduction. Complete 


coverage — in fresh, vibrant color — and 


in responsive circulation...is yours for 


the asking when you have these two 


great newspapers sell your products in 


the billion-dollar San Diego market. 


e@ Take advantage of this “COLORIFIC” 
experience! For details — contact your 


West-Holliday man... or write us direct. 


>. 
THE MOST 
IMPORTANT CORNER 


& IN THE U.S.A. 
SAN DIEGO 


CALIFORNIA 


r 


r 


San Diego Union 
ad 
EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


third of our replies were received 
from these three states. 

Among the first 92 newspapers 
replying, 59 reported increases in 
ROP color linage in the first four 
months of 1953 from the parallel 
period of 1952. Twelve reported 
declines; 11 were unchanged. 

Six increases of 100% or more 
were reported: 

Fort Worth Press, 169% ; Vallejo, 
Cal., Times-Herald &§ News Chroni- 
cle, 150%; Walla Walla, Wash., 
Union-Bulletin, 143%; Miami 
News, 140%; Pontiac, Mich., Daily 
Press: 107%; and Sedalia, Mo., 
Democrat-Chronicle, 100%. 

Ten more were between 89% and 
50%: Erie Times, 89%; Erie Dis- 
patch, 86%; Kenosha, Wis., News, 
77% ; Everett, Wash., Daily Herald, 
72%; Grand Rapids Press, 70%; 
Canton Repository, 62%; Norfolk 
Ledger-Dispatch and Virginian-Pilot, 
60% ; Cleveland Press, 54%; Al- 
toona Mirror, 50.4%; Grand Forks, 
N.D., Herald, 50%. 


Who Gained? 


Among seven up 42 to 30% — or 
about 10 times the 3.7% gain in total 
display linage reported by Media 
Records for its basic 52-city list for 
the first four months of 1953—were 
the Buffalo Courier-Express, Toledo 
Blade, Worcester Telegram-Gazette, 
Omaha World-Herald, Des Moines 
Register & Tribune, Indianapolis 
Times and Milwaukee Sentinel. 

Up 29 to 20%: Los Angeles News, 
Paducah Sun-Democrat, Chicago 
Tribune, Denver Rocky Mountain 
News, Modesto Bee, Minneapolis 
Star & Tribune, Cleveland News, 
Nashville Banner € Tennessean, 
Chico, Cal., Enterprise-Record, Den 
ver Post, Pottstown, Pa., Mercury. 

Up 19 to 10%: Wenatchee, Wash., 
World, Dallas News, Oklahoma 
City Oklahoman €& Times, Peoria 
Journal-Star, Tampa Times, St. Paul 
Dispatch & Pioneer Press, Dallas 
Times-Herald, Seattle Times, Chi- 
Sun-Times, Portland, Ore., 
Journal, Fvansville Courier-Press, 
Lebanon, Pa., News, Montgomers 
{dvertiser, Peru, Ind., Tribune, and 
Tulsa World-Tribune. 

Thus the majority of newspapers 
which reported linage trends had 
gains of more than 10%. The gne- 
dian gain of all newspapers indi- 
cating linage was nearly 20¢7. 

The dozen declines ranged from 
8.2% in Missouri to 42% in Penn- 
sylvania. More than half of all of 
these were reported by newspapers 
which ranked among the top 50 in 
ROP color linage in 1952. 


©ago 
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How Much Does ROP Color Cost? 


Premiums add perhaps 40°/, to 
advertisers’ costs, not including 
plates, but surcharges may be 


on the way down. 


As compared with the same size 
units and positions of black-and-white 
insertions, most newspapers partici- 
pating in SM’s survey charge ad- 
vertisers a premium of less than 30% 
for one color, of less than 40% for 
two colors and of about 50% for 
three colors. 

These rates for each color, how- 
ever, vary widely among the different 
newspapers. In some papers they 
also vary with size of advertisement 
—the premium percentage sometimes 
being scaled down sharply for larger 
insertions. 

Of more than 60 newspapers re- 
porting their ROP color premiums 
in percentages (and some show them 
in dollars, and others not at all) the 
range for one color is between 7% 
(Houston Chronicle), 8-1/3% 
(Nashville Banner & Tennessean), 
and 10.7% (Toledo Blade & Times$ 
up to 60% (Portland, Maine, Her- 
ald & Evening Express). 

Twelve papers charge a one-color 
premium of 19% and less: the three 
mentioned above, and the Birming- 
ham News Post-Herald, St. Paul 
Dispatch €& Pioneer Bress, Des 
Moines Register & Tribune, Peoria 
Journal-Star, Chico Enterprise, 
Dallas News, Miami News, Racine 
Journal Times, and Milwaukee 
Journal. 

One-color premiums of 29 gener- 
ally are fron 20 to 29% ; of 22, from 


30 to 39%; and of one each 40), 50 
and 60%. 

Of 28 newspapers reporting one- 
color rate trends—today as compared 
with 1951—six were up, nine down 
and 13 unchanged. 

Two-color premiums range from 
11-1/9% (Nashville) and 14.3% 
(Toledo) to 75% in Portland, 
Maine. Among 60 newspapers, eight 
charge 23% or less for two colors; 
17 charge 30 to 39%; 25, 40 to 
49%; six, 50 to 59%; three, 60 to 
69%; and one, 75%. Among 28 
comparing two-color rates today with 
1951, three were up and eight down, 
and 17 unchanged. 

Several repliers charge the same 
premium for two or three colors, and 
a couple the same for one or two 
colors. 

Three-color premiums range from 
14-2/7% (Nashville), 17.8% (To- 
ledo) and 18% (Birmingham News 
& Post-Herald) up to 75%. Four 
others also report three-color premi- 
ums of less than 25%; six of 30 to 
39%; 12, 40 to 49%; 17, 50 to 
59%; four, 60 to 69%; and six of 
75%. Four of the seven with lowest 
three-color premiums also said they 
had reduced them in the last two 
years. Five others noted reductions, 
and three increases in three-color in 
this period. 

Although premiums on ROP color 
add perhaps 40% to the advertiser’s 
cost—not including his extra cost of 
mats, plates and preparation—there’s 
some downward trend in these rates. 
This trend may be facilitated as more 
advertisers are attracted to it — and 
as more evidence is piled up on the 
relative impact of ROP color vs. 
black and white advertisements. 


How Flexible Can Color Schedules Be? 


Newspapers make much of thei: 
Nexibility as an advertising medium. 
An advertiser may run one or a half- 
dozen insertions a year (In fact, too 
many of them do.) or one or more 
every day. His advertisement may 
range in size from 10 lines to a 
double-spread. He may buy specific 
markets, and in large-city papers with 
sectional editions, even specific neigh- 
borhoods, to meet his problems or 
opportunities. And if need be, he 
may decide in New York or Chicago 
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today to run an advertisement in 
Seattle or Miami or a hundred othe 
cities, tomorrow. 

But he can’t dosall this vet with 
ROP color. 

He may limit the number and fre 
quency of his insertions and too 
often he does. But usually he can’t 
buy ROP color in smaller space units 
than 1,000 lines. (The ‘average’ 
newspaper page is about 2,400 lines.) 
The 580 newspapers listed in the 
third annual edition, just published, 


IN BUFFALO 


coLor 


for added 
Selling Power 
means the 


COURIER 
EXPRESS 


Western New York’s only 
Morning and Sunday news- 
paper offers you the added 
impact of full R.O.P. Color 
in carrying your advertising 
message to the rich, 8-county 
Western N.Y. market. 299,226 
circulation blanketing these 8 
counties makes the Sunday 
Courier - Express the largest 
newspaper in the State out- 
side of Manhattan. 


BUFFALO 
COURIER 
EXPRESS 


REPRESENTATIVES : 
Scolaro, Meeker & Scott 


VTUM CASOUINE 

AWOL ~ 
GTATR DEAT 

POWER-X comes right out of the page 

when the Sinclair pump is depicted in veal wd “ 187 

natural color in newspaper advertising. to om 

With color, judiciously applied, Sinclair Va hie 

directs the reader's attention to the WO WY HEE. AONE 


“news in the advertisement. 


SINCLAIR POWERS 


Wve ait Hp 


‘es of the “Report on Newspaper ROP 
in LAIR» Color Requirements,” of Reflly-Lake 


{$ \ Shore Electrotype Co., Chicago—in- 
‘ x \ cluding 27 more newspapers than the 
i j 


1952 edition—shows that only about 

yp SUPER FUEL J 10% require “no minimum” plate 
sizes. More than half will take ad- 
vertisements only of 1,000 lines or 
larger. And about one-tenth of them 
—especially for two or three colors 
—require full-page units. 

With ROP color, too, “All Busi- 
ness Is Local.” The advertiser today 
may choose among 500 major, mid- 
dle-size and smaller markets. He 
may buy his ROP color in a news- 
paper such as the Chicago Tribune 
or the Minneapolis Star & Tribune 
which reaches readers@ in several 
states. He may buy it only in one 
sectional edition of a metropolitan 
newspaper. He may buy it in subur- 
ban newspapers, or in distant cattle, 
mining and lumber towns. And from 
Waltham, Mass., to Walla Walla, 
Wash., he can, if he wishes, get 
three colors. 

Usually it still takes several days 
longer to close ROP color than black- 
and-white advertisements. 

About three-fourths of all news- 
papers offering it, now close ROP 
color three days or less in advance 
of publication. In fact, about one- 
eighth of them close it in one day. 
A few papers close three-color ad- 
vertisements in one day. 

On the other hand, about one- 
tenth of the “color carriers” still 
need seven days or longer. 
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This monthly newsletter is the first 
and only publication devoted 
exclusively to news of ROP color. 


You can receive it each month with 
our compliments. Just phone or write: 


Reilly Electrotype Lake Shore Electrotype 


305 EAST 45TH STREET 1224 WEST VAN BUREN STREET 
NEW YORK I7 @ MU 6-6350 CHICAGO 7 e SE 8-1010 


SIX OF THE SEVEN TOP ADVERTISERS IN 
ROP COLOR LINAGE* FOR JUNE USE THE 
BISTA MAT OR OTHER REILLY-LAKE SHORE PRODUCTS 


*Medio Records figures 


These 53 
National Advertisers « 


USE KOF Color \ 


in the Milwaukee Sentinel 


Ammident Toothpaste 
Charles Antell Formula ? 
Blatz Brewing C 


. 


lentel Cre 
ntinental Baking ¢ 
ey Rad 


Food products, passenger cars, trucks, gasoline 
and oil, beverages, appliances, dental creams and soaps" 
are among ROP color users in the Sentinel. The 


advertisers are among the bell-wethers of American industry. 


Siieedll Dictate They expect—and get—good color reproduction 
s Bread 
39's Cereals 
L & H Appliances effective coverage of the important Wisconsin market. 
Lan-O-Sheen 
Mid-Continent Petroleum ( 


Miller High Life . During the first half of 1953 the Sentinel carried 


tt ag t Omehe 22.2 per cent more ROP color advertising than in the corresponding 
osts Cereais 


Procter & Gamble Co period of 1952—an increase from 139,280 to 170,148 lines. 
Nash Motors 

National Dairy Products C 
National Homes Corp 
Palmolive in Wisconsin? 
Patek Paints 

Phillips "66" Petroleum 

Plankinton Packing Co. 

Pure Oil Company 

Red Dot Potato Chip 

Helena Rubinstein 

Shell Oil Company 

A. O. Smith Corp. 

Standard Oil Co. (Ind.} 

Sinclair Refining Co. 

20th Century Fox 

Weber Beer 

The Texas Company 

Westinghouse 

David White Co. 

Wisconsin Independent Oil 

Wisconsin Oil Heat Assn. 


in the Sentinel. That's why they are using it increasingly for 


Are you using ROP color to the fullest advantage 


$¢ Sek : ety ‘ 3 : : 
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MOLONEY. REGAN & SCHMITT 
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Can Newspapers Now Carry 
All the ROP Color Advertising Offered? 


Size of edition sometimes de- 
termines day when newspaper 


can carry your color advertising 


Nine-tenths of repliers in SM’s 
survey say that “generally” they can. 

Three-fourths of newspapers listed 
by Reilly-Lake Shore Electrotype Co. 
now accept ROP color from national 
advertisers for any day of the week. 
For the others the most frequently 
“omitted” days are Sunday, Thurs- 


day and Friday. Some merely report 
that their policy “varies.” 

But one major food advertiser tells 
SM that “too many food advertisers, 
in medium and large-size cities alike, 
do not have the capacity to print 
color when the size of the paper goes 
over a certain limit.” Beeéause most 
papers reach maximum size the day 
the local grocery copy runs, and 
when most national grocery adver- 
tising is scheduled, it is often neces- 
sary to run color copy on other than 
food day. In some extreme cases 
newspapers can accept color copy 
“only on Monday and Tuesday.” 


How Many ROP Color Advertisements 
Do Newspapers Carry? 


Forty-two larger and smaller news- 
papers which provided figures for 
both years carried a combined total 
of about 9,900 ROP color advertise- 
ments in 1952, as compared with 
about 8,800 in 1951. 

Of their 1952 total, 5,800 were 
national and 4,100 local ads. 

In 1951, 4,480 were national and 
4,400 local. 

Thus the total number of ROP 
color ads in the “average” newspaper 
increased in this period from about 
210 to 236. While the number of 
local ads declined from about 104 to 
98) the number of national ads gained 
from 106 to 138. 

“‘Averages,” of course, take a bit 
of explaining: Total ROP color ad- 
vertisements published by individual 
newspapers reporting for 1952 ranged 
from eight to nearly 900. 

Among leaders in total ROP color 
ads in 1952 (and these lists should 
not be taken as “official” rankings) 
were the Milwaukee Journal, with 


894; New Orleans Times-Picayune 
&f States, 777; Memphis Commercial 
Appeal & Press-Scimitar, 737; San 
Jose Mercury & News, 664; Indian- 
apolis Star & News, 631; Dallas 
Times-Herald, 550; and Oklahoma 
City Oklahoman & Times, 530. 

In number of national ads in 1952 
the Indianapolis Star & News stood 
first, with 523 — followed by New 
Orleans Times-Picayune & States, 
437; Memphis CA&P-S, 412; Mil- 
waukee Journal, 387; San Jose 
MEN, 384; Dallas Times-Herald, 
354; Sacramento Bee, 291; Obkla- 
homa City OST and St. Louis Post- 
Dispatch, both 247; Boston Herald- 
Traveler, 225; San Francisco Chron- 
icle, 218; Cleveland Press, 213. 

Leading in number of local ROP 
color ads were the Milwaukee Jour- 
nal, 507; Lubbock, Texas, Ava- 
lanche-Journal, 359; New Orleans 
TP&Ss, 340; Memphis CA&P-S, 
325; Fresno Bee, 307; and Tulsa 
W orld-Tribune, 300. 


Are National—or Local—Advertisers 
Making Greater Use of ROP Color? 


In any market the number of local 
advertisers far exceeds that of the 
national] advertisers serving it. Media 
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Records figures show that across the 
country the linage ratio of retail to 
“general” advertising (national and 


POWER IN AN 
OLD RELIABLE! 
* 


ROP Color Makes 


Always a star salesman, T! = Canton 
Repository is now delivering added /\ 
impact for many an advertiser who A , 
uses ROP color in The Repository. ¥ 

Color’s proven impact and effec- 
tiveness is all the more out- 
standing in The Repository 
which serves as buying guide 
for 64,456 readers every day. 


You can put color and The 
Canton Repository on your 
sales force now... 


been setting records 
for years. Why not ae 
let us help you /ga®*-., 
set new ones in ’ 
color? Color in 
The Canton Re- 
pository is the 
way to do it! 


automotive combined) is 3 to 1. 

Leading local advertisers, such as 
department stores, also are the larg- 
est advertisers in newspapers in their 
markets. Some of them use, in indi- 
vidual newspapers, 500,000 or more 
lines a year. Few national adver- 
tisers run more than 50,000 in one 
paper. 

But both in proportion to their 
total advertisements and in actual 
number of advertisements published, 
national and regional advertisers have 
moved ahead of local advertisers in 
ROP color. 

Newspapers participating in SM’s 
survey reported median figures of 
less than 1% of all local display ad- 
vertisements and of about 5% of 
national in ROP color. 

Among newspapers answering this 
question in number of ads: Nine 
showed the ROP color share of total 
national ads run in 1952 at 8% or 
more. This list was led by the 
DaWas Times-Herald, with 13% — 
as compared with 12% in 1951. In 
other words, one in every eight ads 
run in the Times-Herald was in 
ROP color. 

+ Other newspapers which published 


from 10.68% to 8% of their total 
national ads in ROP color in 1952 
were the Sacramento Bee, Fresno 
Bee, San Jose Mercury & News, 
Nashville Banner €& Tennessean, 
Milwaukee Sentinel, Indianapolis 
Star & News, Los Angeles Daily 
News, and Boston Herald-Traveler. 

Sixteen newspapers said the ratio 
of ROP color to their total national 
ads in 1952 was between 5 and 7% ; 
13, from 3 to 5%; 11, 1 and 2%; 
and two less than 1%. 

In ROB-color-to-total-/ocal ads, 
the Fresno Bee was far out front 
among reporting newspapers — with 
14%. In the Walla Walla Bulletin 
it was 5%, and in the New Orleans 
Times-Picayune & States, 3.4%. 

Eight other newspapers in which 
ROP color ads were 2 or 3% of 
their local total—or about three times 
the median figure for all the news 
papers—were the Birmingham News 
&¢ Post-Herald, Everett Herald, 
Gary Post-Tribune, Omaha World- 
Herald, Pittsburgh Post-Gazette, 
Sacramento Bee, San Jose Mercury 
‘¢ News, and Tulsa World-Tribune. 
In 15 this proportion was 1%, and 
., 


in 27, less than 1%. 


PRECISION Work 
in a PRECISION City 


In WALTHAM increase your 
advertising impact with COLOR. 
4 colors available daily. 


4 color work since 1936. 


he News-Crilune 


Waltham, Mass. 


Represented by The Julius Mathews Special Agency, Inc. 


Which Industries Lead 
In ROP Color? 


Of newspapers which listed for 
SM their “top five” national classi- 
fications, “food and grocery prod- 
ucts” were mentioned by 68. In ad- 
dition 14 separate mentions were 
made for bakery products, eight for 
dairy products, five for meats (and 
nsh and poultry) and one for frozen 
also include food beverages and, in 
one instance, dog food In some 
cases the repliers themselves include 
under groceries soaps and cleansers. 
When mentioned separately, SM 
puts these under drugs, soaps and 
toiletries. 

In addition to bakery products and 
food beverages, some leading ROP 
color sub-classifications under foods 
ire cereals and margarine. 

Alcoholic beverages stand second in 
total mentions, with 43. Some re- 
pliers probably include beer in this 
group. Mentioned separately, beer 
ranks fourth, with 34 mentions. 
Drugs, soaps and toiletries are third, 
with 39; gasoline and oil fifth — 33. 

Soft drinks are among the “top 
five” in 18 newspapers. Then, in de- 
scending order—all with less than 10 
foods. In our definition, “groceries” 
mentions each—are tires and automo- 
tive; electrical appliances and radio- 
TV sets; transportation (airlines in 
Fort Worth, railroads in San Fran- 
( isco) . 

Scattered leaders include apparel 
candy, feed, and hotels and resorts. 


Who Are Local Users? 


Among leading Jocal users of ROP 
color department stores are followed 
closely by grocery stores; “men’s and 
women’s apparel” (some of it pro- 
moted by department stores) and 
furniture and floor coverings. 

Half or less mentions then were 
made, in descending order, for elec- 
trical appliance-television stores ; jew- 
elry — including “credit” jewelry 
stores; drugs and toiletries; shoes; 
autos, accessories, tires; building ma- 
terials — including paints and hard- 
ware; dairy products, and banks. 

Scattered local leaders, each in one 
or two newspapers, are “dry goods” 
and housewares, beer, fuel, nurseries 
and flower shops . . . public utilities 
in Omaha; luggage shops in Grand 
Forks .and “morticians” in Walla 
Walla. 

Two newspapers say simply “chain 
stores.’ Among the major chains 
using ROP color in different mar- 
kets are A&P, Kroger, Safeway, and 
Sears, Roebuck. e 
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Add YOUR Product To This Impressive List Using 


R-O-P Rio} He}: 


in PORTLAND, MAINE 
PRESS HERALD ¢ EVENING EXPRESS ¢ SUNDAY TELEGRAM 


- Squire's — Victor Coffee — Burnham & Morrill — Helena Rubinstein — Star Kist Tuna — Clorets 
Shell — Max Factor — Swift'ning — H. J. Heinz Aerowax — Cities Service — Maxwell House Coffee 
Sweetheart Soap — Old Sunnybrook — Pride 


Esso — Kellogg's — Aunt Jemima — Hi-C 


Kraft — Krinkles — Wizard Wick 
Log Cabin — Colgate — Nescafe — Pet Milk 


Tabasco — Chlorodent — Wilson's Mor 


Palm Beach — Amoco — Du Pont Sponges 
Golden Wedding — Nucoa — Kelvinator 


Socony Vacuum — Ballantine Ale ; ' 
Hellman's Mayonnaise — Hiram Walker Imperial 


Jenney — Dole Pineapple — Tuffy Filbert's Margarine — Calso 


Snider's Condiments — Chef Boy-Ar-Dee Procter & Gamble — Cott's — Mobilgas 


Black and one or two colors acceptable any day of the week. 


Optional insertion dates requested. 


USE NEW ENGLAND'S FINEST COLOR FACILITIES 
TO INCREASE YOUR SALES. 


Represented by The Julius Mathews Special Agency, Inc. Jean G. Williams, Natl. Adv. Mgr. 
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“A GOOD 
DAY'S WORK” 


a's See Newspaper Rates and Data 
“ for complete details. 
Whether you are planning a test campaign 
or expansion of your present sales volume, 
The Sunday Herald American gives you top 
coverage (223,137 A.B.C.) of Central New 
York's ready-to-buy (500,000) population. 


The SYRACUSE ZWleuspapers 


HERALD JOURNAL — POST STANDARD 


ALL BUSINESS (Evening) (Morning 
SLOCAL! HERALD-AMERICAN POST-STANDARD 


(Sunday) (Sunday) 


GEWERAL ADVERTISING REPRESENTATIVES 


MOLONEY, REGAN & SCHMITT 


How Well Are ROP 
Color Ads Read? 


Starch studies provide some 
evidence now of additional im- 
pact, and a new study has been 
launched. 


A lot of advertisers believe they get 
in ROP color enough additional 
readership to justify the premium 
rates. Retail advertisers prove it by 
response to specific offerings. But na- 
tional advertisers — especially those 
using several media in the same area 
—as yet have seldom come up with 
adequate evidence. 

The 15-year Continuing Study of 
Newspaper Reading, conducted by 
Advertising Research Foundation and 
financed by the Bureau of Adver- 
tising, American Newspaper Publish- 
ers Association, has found no sure 
comparisons, in 150 studies of indi- 
vidual newspapers of relative reader- 
ship of ROP color vs. black-and- 
white ads. 

Now, after some years of reader- 
ship studies of newspaper advertising, 
Daniel Starch & Staff, Mamaroneck, 
N. Y., is launching a Continuing 
Study of ROP Color Readership. 
This work, under Stan M. Sargent, 
director of the Starch newspaper pro- 
gram, is being handled by Peter 
Toso. 

Meanwhile, in studies of more 
than 60 newspapers in 1952, Sargent 
explains, the Starch organization 
“happened” to cover some 20 ROP 
color ads. Eighteen of these were in 
groceries and foods. Their average 
size was 1,000 lines. 

Starch interviewers query readers 
on “three degrees of reading’: 

“1. Noted includes all readers of 
the current issue who remembered 
that they had seen the advertisement 
in the particular publication,” wheth- 
er or not they could “associate it 
with the name of the product or ad- 
vertiser.” 

“2. Seen-Associated includes all... 
who had seen the advertisement in 
the particular issue covered and asso- 


| ‘ciated it with the name of the prod- 


uct or advertiser.” 

“3. Read Most includes those read- 
ers who had read 50% or more of 
the reading matter of the advertise- 
ment.” 

Among women, an average of 
34% had noted the 18 grocery prod- 
uct ads in ROP color; 33% had 
seen-associated them; and 20% had 
read most of these ads. 

Starch then found that readership 
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aay er | 
ins Excess 


Battle 


by women of 22 black-and-white 
grocery ads averaging 975 lines, in 
the same issues, were: 

Noted, 29%; seen-associated, 
27%; and read most, 14%. 

Thus, among women, the first two 
factors registered nearly 20% higher 
and thorough readership was nearly 
50% higher in ROP color than 
black-and-white. 

Among men the 18 ROP color ads 
scored averages of 8% for noting, 
8% for seen-associated, and 5% for 
read most, while the 22 b-&-w ads 
received respectively 6%, 5% and 
2%. The men’s noted average was 
30% higher; seen-associated 60% 
higher, and read most factor 150% 
higher in ROP color. 

To be on the safe side with the 
women (who do most of family food 
buying and preparation), Starch re- 


checked findings in 48,900 interviews 
with women, made in the three-year 
period 1948-50. Among all of them 
the average 1,000-line black-and- 
white food ad scored 29% for noted, 
28% for seen-associated, and 12% 
for read most. 

Compared with findings from this 
much larger sample, ROP color ad- 
vertisements showed up somewhat 
better in the important read most fac- 
tor. 

Some individual advertisements in 
ROP color have achieved rather 
phenomenal marks. A full page Star- 
Kist tuna insertion in two colors \in 
the Philadelphia Inquirer early in 
Lent in 1952, was noted and seen- 
associated by 78%, and read most by 
70% of women interviewed. It was 
noted and seen-associated by 47% 
and read by 40% of the new. 


What Does ROP Color Mean—To Sales? 


Newspaper Advertising Executives 
Association found in 1946 that, of 
five million inquiries produced by 
3,500 advertisements of 163 adyer- 
tisers, “all types of color ads brought 
53% greater direct returns than 
black-and-white.” 

About that time Sears, Roebuck 
and Montgomery Ward were discov- 
ering that “color outsold black-and- 
white by six to one.” 

Run-of-paper color in newspapers 
then was just beginning to gather 
momentum, In the last few years, as 
more advertisers have been attracted 
to it, and more advertisers have 
learned how to use it, the proof has 
been emphasized that ROP color 
can sell, * 

Here’s some of it as reported at 
different NAEA sessions: 

Chicago Tribune: Red Heart dog 
food expected to get sales of 200,000 
three-can cartons from an ROP color 
insertion and got 500,000. ... By 
merchandising a schedule of ROP 
color pages in the Tribune, Nucoa 
margarine got distribution in three 
chains and 24 independent stores. . . . 
Despite a price increase of 25 cents 
a case, Squirt Bottling Co. added 
1,000 chain and independent outlets 
with the help of two Tribune ROP 
color pages. 

San Jose Mercury & News: A San 
Jose department store normally ex- 
pected to sell 200 pairs of shoes from 
a black-and-white ad; from an ROP 
color ad sold more than 2,000. 
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Dallas News: Neiman-Marcus Co., 
Dallas store, used ROP color to offer 
vellow lingerie at $12.95 to $17.95. 
Its original 600 pieces were sold out 
in the first day. Neiman-Marcus 
took special reorders—and reordered 
twice to fill them.” 

Newspaper repliers in SM’s survey 
bring a lot of such case histories up 
to date and down to the local levels. 
Take Palm Beach suits, for example: 
Albany Times-Union sends a tear- 
sheet of a Palm Beach ROP color 
ad in blue, placed by McManus & 
Riley, a local store, with these quotes 
from the advertiser: “Results terrific. 

. . We've already doubled sales.” 
Pontiac Daily Press: Dickinson's 
men’s store ran a Palm Beach ROP 
color ad this month “and sold out all 
suits in stock—around 50.” 

The Canton Repository introduced 
ROP color in March 1952. A couple 
of current case-histories: A two-color 
ad in red and blue by Farm Bureau 
Mutual Insurance companies brought 
“very satisfactory results”; “gener- 
ated tremendous interest in our own 
organization as well as prospects’ — 
and led to two more ROP color 
ads.” A color ad by Spark's 
Store for Springmaid sheets brought 
“the biggest week of the year for our 
domestics department.” 

Chicago Sun-Times: When the 
House of Slip Covers ran an ROP 
color ad (in red), “results were so 
sensational that the advertiser could 
not believe that color alone was re- 


sponsible. He thought that the tim- 
ing of the ad, last spring, also was a 
factor. One week later he repeated 
the same ad in black-and-white, and 
results were ’way down. Later, he 
repeated it in color and results went 
‘way up.” ... An A&P Stores’ ad 
for eggs (in blue) has run three 
times—and “each time brought peak- 
volume sales of eggs.” 

Dayton News and Journal-Herald: 
“Reports. generally indicate+ returns 
from color ads two to two and one- 
half times greater than black-and- 
white.” ... Denver Rocky Mountain 
News: “Local advertisers all report 
that increased results justify the cost 
of ROP color.” 

Milwaukee Journal produces a 
pile of sales evidence on ROP (all in 
three-color), but asks SM not to re- 
veal advertisers’ names: 

Advertiser of hams and bacon, re- 
porting last spring: “Our bacon sales 
are 2,000% over last year and even 
in Lent are still climbing. Distribu- 
tion has exceeded our fondest expec- 
tations. Easter ham orders quadru- 
pled over last year.” This advertiser 
now uses 14,400 ROP color lines 
annually in the Journal. 

Another meat packer “increased 
brand preference of packaged bacon 
in Milwaukee from 21.8% in 1950 
to 33.6% in 1953—or by nearly 35.,- 
000 families. On wieners his increase 
was from 37.4% to 40.5% — or 
10,047 families.” This advertiser 
used 15,000 lines in three colors in 
the Journal in 1950; 12,000 in 1951, 
21,600 in 1952. 

Minneapolis Star & Tribune: A 
full-page spot color ad for Lan-o- 
Sheen household cleaner in the /Eve- 
ning Star for April 7 — part of a 
10,000-line campaign in this news- 
paper — “helped to double sales of 
the Red Owl Co. in the first quarter 
of 1953, and also doubled sales for 
other stores.” .. . Red Owl Stores 
ran a full-color page on Procter & 
Gamble’s Cheer in the Star last De- 
cember, and “sold a three months’ 
supply in one weekend.” . . . “Color 
advertising for Hi-C juices helped 
local brokers to exceed quota for first 
six months of 1953 by 17,000 cases 
in Minneapolis and 16,000 cases in 
North Dakota.” 

Pontiac Daily Press: “Economy 
Furniture Store ran one-color pages 
on a wheelbarrow, and sold out ini- 
tial stock, plus orders for 160 more. 
The store followed this with a color 
page on a portable power saw—sold 
the original 48 plus four dozen 
more.” 

Portland, Maine, Herald & Eve- 
ning Express showed enterprise in 
getting four food advertisers—Burn- 
ham &% Morrill baked beans, Maine 
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It’s New! 


IT'S NEW AND IT'S BLUE: Cheer capitalizes on 
color and product quality with color advertising 


in newspapers, 


Egg Producers, Squire's Arlington 
sausage and Victor coffee—to join in 
a two-colors-and-black ad promoting 
a “Down East Breakfast,” which ran 
in morning and evening editions of 
these newspapers. New outlets were 
opened for three of the products 
(B&M already had good coverage 
the Portland area) and new demand 
developed. More of these four-in-one 
advertisements will be run. The ad 
vertisers divide the ost of 
plates and artwork. 
Pottstown, Pa. 
Ke iser Co. 


spring 


spac 3 


Mercury: C. J. 
promoted Frigidaire’ s 
opening’ in two 
ROP. This dealer regarded it as the 
“most effective’ in reader impa 
which he ever ran. 

Tampa Daily Times: “A real 
state developer ran a double-truck 
ad in black and one color, and in the 
following week sold 108 homes. The 
houses averaged over $10,000.” 

Watertown, §.D., Public Opinion: 
“Over a two-year period Old Sunny- 
brook whisky has moved from fourth 
to a steady first place l 


colors 


n local Sales. 

During this period they ~_ n 

proximately one color ad a month.” 

When most other ice creat 

were “leveling off or showing a de 

crease in sales,” one local compan 
Watertown—aided by ROP colo: 
showed a 6% sales gain. 


AUGUST 15, 1953 


Great for all types of ~« 
washers—conventional 
and automatic 


“National advertisers rarely f 
ever, give us result stories from thei1 
ROP color advertising,” explains the 
Worcester Telegram-Gazette 
which provides retail case historic 

John C. MacInnes has found that 
“‘a good item, plus color advertising, 
will deliver many, many 
business of black-and-white,” says So! 
Scholder, merchandising manage1 
this department store. “But there is 
no magic in color which will over- 
come a buyer’s mistake.” Among 
other products MacInnes has used 
ROP color in 


times the 


an annual promotion 


ot Laros lingerie. 

First ROP color advertising by 
new car dealer in the Telegram- 
Gazette was a 1,000-line, two-color 
insertion last fall by Stockhaus Mo- 
tors (Pontiac). Because it required 
registration for a drawing for free 
turkeys, response could be easily de- 
termined. In the first 
‘more than 1,000 
looked and registered. 
definite orders were 
Pontiacs. 


seven da 

people visited 
More than 25 
taken for new 
Many more created 
a backlog of sales potential unknown 
to this dealer since the postwar days.”’ 
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Which National Advertisers Are 
Doing Most In ROP Color? 


More than 80 newspapers men- 
tioned 130 different national or re- 
gional brands (or advertisers) among 
their largest users of ROP color in 
1952. 

Of these, about 50 were in food, 
more than 20 each in alcoholic bever- 
ages and in beer; 13 in gasoline and 
oil; eight in drugs, soaps and toi- 
letries, and the rest in other indus- 
tries. 

(The “about” is the current total: 
at this writing returns from news- 
papers in new precincts are still com- 
ing in.) 

Among all national names Heinz, 
with 25, thus far has nosed out 


Coca-Cola, 23, and Lever Brothers’ 


Chlorodent, 19. 

Heinz has sought one color — red 
— wherever available, for several 
years. Coca-Cola gets its red trade- 
mark over through its bottlers. 
Chlorodent (SM, November 10, 
1951) set out last year to greenify 
the nation with ROP color. Other 
dentifrice makers — specifically Col- 
gate-Palmolive-Peet and Block Drug 
Co., with new chlorophyll versions of 
Colgate dental cream and Amm.-i- 
dent, followed. C-P-P also used 
ROP color last year for Ajax, Fab 
and Palmolive. 

Other soap and cosmetic firms 
mentioned as leaders in ROP color 
included Procter & Gamble, for 
“blue” Cheer, Manhattan Soap, Max 
Factor, and Toni division of Gillette. 

Among food and food beverage 
advertisers Heinz received about 
three times as many mentions as any 
other. Then came General Foods 
(Instant Maxwell House) ; Kellogg 
(Frosted flakes and corn flakes) ; and 
in the South, Blue Plate foods, a 
subsidiary of Wesson Oil & Snow- 
drift. 

Among other food brands men- 
tioned as leaders in ROP color in one 
or more localities were Armour, for 
Delrich margarine; Borden, Carna- 
tion, Continental Baking, General 
Mills, including the Sperry division; 
Oscar Mayer meats, MJB foods, Na- 
tional Dairy, including Kraft foods; 
Nestle, Pet Milk, Pillsbury, includ- 
ing Ballard mixes, and Swift & Co., 
chiefly for Parkay margarine. 

But some regional ROP color lead- 
ers were — in coffee: Butternut, 
Cain’s and Manor House. In bakery 
products: American Bakeries, Betsy 
Ross, Buchan, Butternut, Davidson, 
Franz, Keystone, Langendorf, Mrs. 
Baird’s, Snyder’s, Sunbeam, Sunlite, 
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and Weber’s. Others ranged from 
Godchaux sugar and Louisiana rice, 
in the South, to Plankinton meat 
products in Milwaukee, Rubel’s 
doughnuts in Cincinnati, to Wash- 
ington State dairy products. 

In soft drinks Coca-Cola had a 
seven-to-one lead over Pepsi-Cola. 
Dr. Pepper also was mentioned. 

National Distillers’ Old Sunny 
Brook had a slight margin over 
Schenley’s Old Quaker and Sea- 
gram’s 7 Crown in alcoholic beverage 
brands most often reported in the 
newspapers “top five” in ROP color. 
In addition, “National Distillers” it- 
self was mentioned separately by four 
papers. National has now used ROP 
color for several brands for 16 years. 
Schenley currently is stepping up 
ROP color efforts. And Seagram 
has a job to do to keep that big red 
“7” in No. 1 spot among all whiskey 
brands across the country. 

Park & Tilford and Brown-For- 
man both were reported apart from 
their products. 

Other whiskey brands the ROP 
color efforts of which rate in differ- 
ent areas are Ancient Age, Bourbon 
De Luxe, Corby’s, Cream of Ken- 
tucky, Early Times, Echo Spring, 
Four Roses, Hill & Hill, Old Her- 
mitage, Old Hickory, Old Stagg, 
James E. Pepper and Ten High. 
Several are strong regional brands. 

Beer brands most often named 


were Ballantine, Newark, a “shipping 
brewer”; Jax, strong across the 
South; and Goebel of Detroit. Then 
came Hamm’s, Lone, Star, Stroh’s 
and Wiedemann’s. Others included 
Budweiser, Burger, Cook’s, C. U., 
East Side, Falstaff, Frankenmuth, 
Pabst, Rainier, Red Top, Stag, Ster- 
ling and Wieland’s. 

Among brands of gasoline and oil 
the top four were bunched, in this 
order: Standard Oil of Indiana 
(which has been putting its Red 
Crown in ROP color for two dec- 
ades) ; Mid-Continent, Socony-Vacu- 
um (including its General Petroleum 
division on the West Coast), and 
Sinclair. Some others were D-X, 
Esso, Humble, Jenner, Marathon, 
Phillips, Star & Bar, and Sunoco. 

Miscellaneous national brand lead- 
ers were: Nash cars, in Kenosha; 
Firestohe tires; International Har- 
vester’s electrical appliances; Elgin 
watch; Packard-Bell Television; 
Lanosheen; M-D tissue; Kleenex. 

Some other brands named — not 
usually among the local leaders in the 
use of ROP color — were Packard 
and Ford cars in Denver; Oldsmo- 
bile in Detroit, and Pontiac in Wor- 
cester; Admiral refrigerators, Turtle 
Wax car finish, and Duncan Hines 
cake mixes. Most of these were 
placed by local dealers. 

National brands also are getting 
more play in ROP color done co- 
operatively with dealers. Among 
these are Cannon and Springmaid 
linens, Palm Beach and Hart, Schaff- 
ner & Mark suits, Jantzen swim 
suits, Hickok men’s accessories, Len- 
theric cosmetics, Frigidaire appli- 
ances. 


What Does ROP Color Mean 
To National Advertisers? 


National advertisers don’t spill 
many beans on their results from 
ROP color advertising. Indeed, in 
the absence of controlled test cam- 
paigns in ROP color only, most of 
them don’t have definite data to 
show. 

Yet two important factors in ROP 
color’s favor are the facts that so 
many national advertisers are contin- 
uing and expanding their efforts in it. 

In alcoholic beverages, for exam- 
ple: 
Seagram last year boosted ROP 
color expenditures for 7 Crown by 
50%. Other divisions of Distillers 
Corp.-Seagrams, Ltd., have entered 
this “medium.” Two of them are 


Frankfort and Gallagher & Burton. 

Schenley Industries keeps a lot of 
brands moving with ROP color’s 
help. Melrose Distillers, Inc., a 
Schenley division, for instance, now 
claims to be “most consistent” in this 
industry—employing ROP color for 
such brands as Echo Spring, Melrose 
Rare, Old Charter and Old Quaker. 
Schenley division has used it for Cas- 
cade and Old Stagg. And out of $2 
million scheduled for newspapers in 
the year starting September 1, Schen- 
ley Reserve now plans to spend 
$300,000 for ROP color—$200,000 
for full color and $100,000, for spot 
color. Part of this program would 
blanket the brand’s 20 “best markets.” 
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What makes a newspaper great? 


Let me cawl you su eecet-heat’> 


]’m in luvv With youuuuuuul’*° 


In quavering soprano, booming 
baritone and slate-pencil treble the 
melody drifts out on the soft night 
air. Under the hot white light of the 
bandstand, perspiring musicians 
sway to the familiar rhythm of the 
old waltz... 


Let me hear you whis-purt™ 


That you luvvy me toooo0.:-* 


Minneapolis is singing again, as 
she’s sung every summer for 33 
years. Sprawled in shirtsleeves on 
the cool grass or resting on benches 
under the stars, 10,000 good neigh- 
bors chorus the old songs at Powder- 
horn Park while the band plays on 
...and the kids lap at ice cream 
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cones .. . and everybody has a won- 
derful time. 

Tomorrow night it’ll be Windom 
Park’s turn to sing... and Loring’s 
the next night, with thousands more 
of the Upper Midwest’s singing-est 
citizens coming to “all join in” at 
this traditional and beloved summer 
pastime, the 8-week series of band 
concerts and community sings joint- 
ly sponsored since 1920 by the Min- 
neapolis Park Board, the Minneap- 
olis Musicians’ Association and the 
Minneapolis Star and Tribune. 

There’ll be song sheets and pro- 
grams thoughtfully provided by 
these friendly newspapers. And 
there’ll be handsome trophies, too, 
awarded twice this year as usual by 
the Minneapolis Star and Tribune 
to park communities that score 
highest in audience enthusiasm, 
attendance and conduct. 


And when the last note of the last 
song of summer fades away, there’ll 
be some 100,000 happy singers who 
will agree . . . there never was better 
fun than an old-fashioned com- 
munity sing...and there never 
were better people to live and work 
and sing with...and there never 
were better neighbors than these 
two newspapers that work hard to 
contribute to the spirit and unity, 
pleasure and progress of a great 
region and its people. 


Minneapolis 
Starand Tribune 


JOHN COWLES, President 
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PIONEERS IN 
R.O.2. COLOR 


In Western New England 


When you add color you in- 
crease your sales returns, 
especially in Greenfield, 
Massachusetts. 

Our many years of exper- 
ience guarantees top repro- 
duction. Constant use by 
the same advertisers proves 
the extra value. 

Again in 1952 Greenfield 
led all Massachusetts year- 
round markets in per capita 
sales with $1,950 — 87% 
above normal volume. 
Greenfield’s reputation as a 
top sales market is also 
ideal for testing your color 
campaigns. 


ONE COLOR 13c Per Agate 
Line Hat — Min. 600° Lines 


Greenfield 
Recorder-Gasette 


Greenfield, Mass. 


Reps: Gilman, Nicoll & Ruthman 


World's Only 


Newspaper 
Jo print a full color front page 
cartoon Axven days a week. 
ORLANDO 


SENTINEL-STAR 


Florida's Most Colorful news- 
paper, dominating Inland 
(Central) Florida, with a 
half million population. 


ORLANDO SENTINEL-STAR 


Morning - Evening - Sunday 
Orlando, Florida 
Not. Rep. Burke, Kuipers G Mahoney 


Don't miss .. . “When a Corporation 
Says Merry Christmas to its 


Friends" September 1 issue 


The most complete collection of 
Corporate Christmas Gift 
ideas and company practices ever 


made available. 


Schenley reports that its salesmen 
and dealers are “more enthusiastic” 
about ROP color. 


Foods: 


An executive of Maxon, Inc., De- 
troit, replies to an SM questionnaire 
to advertising agencies by summa- 
rizing the experience of its client, 
H. J. Heinz Co., with ROP color. 

Both Heinz and the agency con- 
sider “color (as an) important factor 
in the continued use of newspaper 
advertising. . . . The availability of 
ROP color has not substantially 
increased the newspaper share of 
the budget.” However, “Heinz has 
been in newspapers in a substantial 
way for many years.” Today, Maxon 
buys color (red) for Heinz “wher- 
ever it is available, out of our total 
list of 686 markets.” 

Borden Co. puts ROP color to 
work, through Young & Rubicam, 
to make new products and packages 
—instant coffee, cottage cheese, may- 
onnaise, etc. — “easier to merchan- 
dise.” 

MJB Co., San Francisco, reports 
that it has used ROP color for 12 
years, and now puts it to work for 
36 products. MJB advertisements 
run in two colors, usually 1,000 lines. 
Based on readership studies, and 
salesmen’s and dealers’ reactions, this 
company is convinced that ROP 
color is worth its additional cost. 


Gasoline and oil: 


Standard Oil Co. (Indiana) has 
scheduled ROP color ads in news- 
papers, says Wesley I. Nunn, adver- 
tising manager, for about “20 con- 
secutive years.” The current list, 
through McCann-Erickson, includes 
“55 large dailies where color is avail- 
able at an accepted premium.” Each 
receives four ads of full-page on 
1,000-line size. The company seeks 
“spot color” (red) and black. 

Because Standard of Indiana’s ad- 
vertising appears also in_ several 
other mass media, Nunn explains, 
“we have no direct evidence that 
would measure the sales effectiveness 
of one versus another. However, we 
do know that color enhances reader- 
ship.” Salesmen, agents and dealers 
are “enthusiastic about color adver- 
tising, and the ads are well merchan- 
dised....” 


Soaps and toiletries: 

How a new product can be lifted 
in one year to the Big Four in a 
highly-competitive industry was dem- 
onstrated by Lever Brothers Co. in 
introducing -Chlorodent tooth paste 
nationally last year. 

Other Lever products have fol- 
lowed. Last fall, Bendix. Home Ap- 
pliances and Lever, for Rinso, joined 
in scheduling two full-color ads in 
110 newspapers in a four-week con- 
test. Some 15,000 super markets and 
5,000 Bendix dealers took part in it, 


ROP Color Helps National Distillers 
Lift Sales of "Contract Brands" 


A 50-50 advertising program — 
increasingly in ROP color in news- 
papers—by National Distillers Prod- 
ucts Corp., New York, with 75 re- 
gional distributors, has steadily 
strengthened the sales standings of 
five of National’s “contract” whiskey 
brands. 

These brands first were offered ex- 
clusively to a single distributor in 
each area in 1939. National per- 
suaded the distributors to launch 
heavy local newspaper campaigns, 
through Lawrence Fertig & Co., 
agency for these and other National 
brands. One feature of the campaign 
was the first widespread introduction 
for whiskies of ROP color. — 

The brands—in order of national 
sales standing — are Old Sunny 
Brook, Hill & Hill, Bourbon de 
Luxe, Bond & Lillard and Old Her- 
mitage. Sunny Brook and Bourbon 
de Luxe are distributed generally 
throughout the country. 


Hill & Hill distribution extends 
westward from Chicago and Dallas. 
Bond & Lillard is in the North Cen- 
tral and Old Hermitage in the Rocky 
Mountain-Pacific Coast area. 

Fourteen years ago ROP color was 
available predominantly in one color 
only. To distinguish the brands — 
all of which were sold in some areas 
such as San Francisco and Los An- 
geles by some competing distributors 
— Old Sunny Brook has been pro- 
moted steadily in yellow; Bourbon de 
Luxe in green; Bond & Lillard in 
blue; and Hill & Hill and Old Her- 
mitage in “brilliant red.” 

At the start, selling the distribu- 
tors on ROP color took some doing. 
Philip Lukin of the advertising 
agency, for example, persuaded the 
Hill & Hill distributor in Los An- 
geles to run six color ads in as many 
weeks. After this series the distribu- 
tor for National Distillers said, 
“This put the brand over.” 
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Whoever ran 


a million lines of color 


in one year! _ 


Whoever? Us “ery ’s> whoever! ) 


Actually it’s got us blushing an ANPA standard red! When it comes to 
r-o-p color advertising we're in a class by ourselves among U. S. news- 
papers (first in the nation, if it weren’t for another outfit mentioned 


below!). Here is the record! 


1. Every single year since 1948—according to Media Records, Inc. 
we've run more r-o-p color advertising than any other U. S. newspaper, 
except one (the Milwaukee Journal—and we'll take our hats off to that 


bunch) ! 


ya In 1951, we published 1,006,100 lines of r-o-p color advertising—only 
we and one other U. S. newspaper (that Journal again!) have printed more 
than a million lines of color a year! Nobody else! 


3. Thus far we've been talking about our morning and Sunday editions 
only! Add the volume of color our afternoon edition carries, and we wind 
up with an actual total of 1,331,270 lines of color in 1952—this is more than 
any other U. S. publisher has ever printed in any one year... except in 
1951 when in all editions we carried 1,465,254 lines, the all-time record in 
American publishing! 


Here’s performance— working for others. ‘It can work for you, Ask 
Jann & Kelley, Inc., the wallop our r-o-p color packs! ! 


Che Cimes Picayune Publishing Company 


The Times-Picaune NEW ORLEANS STATES The Times-Picagyme 


MORNING EVENING NEW ORLEANS STATES 
SUNDAY 


CIRCULATION 281,559 SUNDAY 275.794 DAILY 
A. B.C. Publisher's Statement Ise Otr. 1953 
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The five-brand program has run 
onsistently ever since, and National 
has applied ROP color to other prod- 
ucts. Four years ago, to insure fidel- 
ty of color reproduction, National 
had George H. Morrill Co. develop 
printing inks to its specification 
“NAD Blue,” “NAD Yellow,” etc. 
The newspapers order the inks from 
Morrill or from a West Coast ink 
ompany, which has developed them 
to similar standards. National tries 
to keep the pattern of the advertise- 
ments simple and to avoid close reg- 


ister, which might smudge or run. 

Last year the one-color ptogram 
for these brands was augmented with 
introduction of three colors, where 
available. A color insertion for each 
brand now appears in each of some 
150 newspapers carrying color in the 
different distribution areas an average 
of once a month. (All told, the 
brands are promoted in about 700 
newspapers.) Some individual news- 
papers, of course, may carry several 
color ads of these brands in a single 
month. 


t 
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Makes The Difference: 


Capture More Attention - 


and one color available. 


Sunday Comics and Sunday 
“Feature Parade’ 2, 3 or 4 


colors. 


Tell and Sell Your Story In 


a 


More Readership +» More Sales 


In Worcester 


Daily and Sunday, R.O.P., black 


WORCESTER f ELEGRAM © 

tee: Reds Resorne 
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Color — In 154,490 Papers 


Daily, 104,308 on Sunday. 


WORCESTER, MASSACHUSETTS 


weet RAM George F. Booth, Publisher 


STATION 


MOLONEY, REGAN & SCHMITT, lac. 


Notional Representatives 


WTAG AND WTAG-FEFM 


Combined National-distributors’ 
expenditures in ROP color for the 
five brands is now about $500,000 a 
year — as compared with $250,000 
five years ago. 

National does not bar from its 
schedule newspapers with higher rate 
premiums for ROP color. But is does 
insist on less than page units. One- 
color ads usually are 1,000 lines and 
“full-color” 1,200 lines. The full- 
color ads run horizontally across the 
bottom of the newspaper page. Some 
are adaptations—“simple copy, bold 
art’’—of ads used in 24-sheet posters. 
Some are designed by “poster artist” 
Lucian Bernhard. Such advertise- 
ments also are adapted to use in 
point-of-purchase advertising. 

ROP color in newspapers, Nation- 
al Distillers points out, provides a 
“definite spur” to salesmen and re- 
tailers, and creates stronger impact on 
consumers. 


Hart, Schaffner & Marx 
Introduces Mat Service 


New ROP plan is being offered 
to all 1,100 dealers. Dealers 
pay all space costs. 


Although Hart, Schaffner & Marx, 
men’s and women’s clothing, itself 
does not use newspapers regularly, it 
has worked with dealers for several 
years to stimulate their efforts in 
ROP color. Thus far, however, re- 
ports E. G. Circuit, director of ad- 
vertising, Chicago, “never more than 
20 dealers in any one season ever 
availed themselves of these materi- 
als. 

“Actually, many of the 1,100-plus 
dealers to whom the service was of- 
fered were in small towns which had 
no ROP facilities, or did not have 
advertising budgets large enough to 
do this rather expensive kind of ad- 
vertising.” 

This fall—to reduce costs and in- 
crease participation, Circuit says, “we 
will provide to any dealers interested 
a complete sé¢t of Bista mats for each 
of two-color advertisements on Hart, 
Schaffner & Marx merchandise.” 
This special mat service will be given 
“quite an extensive promotion — in- 
cluding both mailings and personal 
contacts by our sales force. We feel 
that the Bista mat development has 
improved its chances for being more 
widely used.” 

The dealers pay the entire space 
cost for ROP color advertisements. 
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Color Pay-off 
For Congoleum-Nairn 


How 192 Milwaukee-area deal- 
ers tied-in with a distributor's 
full-color promotion on Jack- 


straw linoleum. 


Congoleum-Nairn, Inc., Kearney, 
N. J., is seeing to it that “the Wis- 
consin story” will be repeated this 
fall by distributors and dealers in 
other areas. 

A letter from John T. Lorick, Jr., 
Congoleum’s sales promotion mana- 
ger, tells distributors what happened 
when Neidhoefer & Co., distributor, 
lined up 192 dealers for participation 
in a full-color, full-page advertise- 
ment for new Jackstraw linoleum in 
the Milwaukee Journal of Sunday, 
April 12. 

In this connection Lorick mentions 
that the Journal’s ROP Color File 
program (see page 104) embraces a 
mat service whereby other newspapers 
may run this and other ROP color 
advertisements “at much lower cost.” 

He quotes from a letter from James 
Neidhoefer, president of the distribu- 
tor company: 

“In mid-March we sent to all mer- 
chants who had made Congoleum- 
Nairn purchases from us in the last 
half of last year a letter advising 
them of the ad we intended to run 
and asking them to participate.” 
(Each dealer could “buy” a listing in 
it for $5. Neidhoefer spent $1,000.) 
A total of 192, throughout Wiscon- 
sin, took part. At the same time, 130 
dealers agreed to install a Tile-O- 
Matic display. Dealer inventories of 
Jackstraw products were rounded 
out. 

“In 90 days prior to running the 
ad,” Neidhoefer says, ‘we sold here 
in Milwaukee 85 cases of Jackstraw 
tile. From March 1 through April 
12, we sold 250 cases of Jackstraw 
tile. In the 60-day period prior to the 
running of the ad, we sold about 33 
rolls of Jackstraw linoleum. From 
March 1 through April 12, we dis- 
tributed 83 rolls of it.” 

Consumer response was equally 
good. Many retailers who had not 
carried Jackstraw purchased it. One 
merchant who for 20 years had been 
a salesman for a distributor carrying 
a rival brand of linoleum “told us 
how very impressed he was with the 
ad and gave us an order for Jack- 
straw merchandise.” 

The $5 which each dealer paid for 
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MORE AND MORE 
ADVERTISERS FIND THAT 


IN TEXAS 


In the First Four Months of 1953 The Fort Worth Star- 
Telegram Ranked 8th Nationally in Color Lineage 


Add the EXTRA SELLING PUNCH of ROP COLOR to 
the LARGEST CIRCULATION in Texas (the Fort Worth 
Star-Telegram) for full sales impact in the Fort Worth 
and 100-county West Texas market! It adds up to 
increased sales at the lowest cost per reader. 


R. O. P. Color —2, 3 and 4 colors... available 
in Daily and Sunday Star-Telegram 
Total Net Paid Star-Telegram Circulation 


242,542 223,444 


(Morning & Evening) (Sunday) 
(Publisher's Statement to Audit Bureau of Circulations March 31, 1953) 


WRITE Amon Carter, Jr., 
National Advertising Director 
for complete market and 
circulation analysis 


FORT WORTH STAR-TELEGRAM 


AMON G. CARTER, Publisher 
AMON G. CARTER, JR., President ond National Advertising Director 


LARGEST CIRCULATION IN TEXAS 


WITHOUT the use of contests, schemes or premiums... 
“just a good newspaper” 


DAILY (A.B.C.) CIRCULATION 


(Largest North of Boston) 


. 


67,07 


The Bangor Daily News reaches more Maine families than any 
other daily published in the state. 


Experienced advertisers familiar with Maine Marketing rate the 
NEWS highly on every list beause it delivers outstanding cover- 
age at low cost. 

5/M Buying Power indicators show this market represents 1/3 


or more of the state’s total volume in every important category. 
You can SELLthem through the NEWS. 


R-0-P Color Advertising — 2 Colors and Black Available 


, el 
at 


-aiie't Largest - paily N wspaper 


listing in the ad also covered free 
window and department displays, 
radio spot announcements and mail- 
ing pieces. 

Attached to Lorick’s letter to dis- 
tributors was a list prepared by the 


Lever's Efforts to 


wad 
ietg* Wes. 


"REPRESENTED BY—SMALL, BREWER & KENT, INC. 


Milwaukee Journal of all newspapers 
— by city population sizes — which 
carry ROP color. 

The page was prepared in coopera- 
tion with McCann-Frickson, Inc., 
agency for Congoleum-Nairn. 


"Greenify" Nation 


Land Chlorodent in Toothpaste Big 4 


‘The first big campaign in which 
color was part of both the product 
and the theme,” reports Charles T. 
Lipscomb, Jr., president of Pepsodent 
Division of Lever Brothers Com- 
pany, “has put Chlorodent tooth 
paste among the first four in sales.” 

Before Chlorodent was promoted 
and sold generally, in late 1951, after 
thorough tests in four markets (see 
SM, November 10, 1951), Charlie 
Lipscomb estimated that Colgate Rib- 
bon dental cream got about 40% of 
all the dollars spent by the 80% of 
Americans who use toothpaste. Pepso- 
dent and Bristol-Myers’ Ipana each 
received about 15%, and Block Drug 
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Co.’s Amm-i-dent about 5%. 

Today, he believes that Lever 
Brothers’ share of total—Pepsodent, 
new Pepsodent “green” and Chloro- 
dent—is “more than 20%.” Colgate- 
Palmolive-Peet — supplementing its 
long established white cream with 
Colgate Chlorophyll — has about 
45%, Amm-i-dent 10%, and other 
leaders were unchanged. Smalle: 
brands declined. 

Lipscomb says: “Chlorodent did 
twice as well, nationally, as we ex- 
pected.” 

Chlorodent, of course, helped to 
turn a lot of other bands green. 

And in the process it sparked 


lot of ROP color advertising in news- 
papers. In the single month of June, 
1952, the total advertising bill for 
older and new green toothpastes was 
$4 million. This tapered off later and 
the 1952 annual total for all brands 
came to about $28 million. But 
among other things it introduced 
some of the new “greens” to ROP 
color in newspapers. 

Chlorodent sought to put big green 
ads in all 185 newspapers in the 
162 markets on its schedule—and was 
able to get ROP color in 110. Out 
of a total circulation of 33 million, 
18.9 million was in ROP color. For 
some newspapers—such as the New 
York Post—Chlorodent was their 
first ROP color advertiser. 

When Lever could not buy color 
in the “first”? newspaper in a market, 
it bought color in the ‘“‘second’”—but 
also gave a substantial black-and- 
white schedule to the “first.” In mar- 
kets where no color was available 
b-&-w space was stepped up to get 
“similar impact.’’ More than $1 mil- 
lion of the $1.5 million which Chloro- 
dent spent in newspapers last year 
went into ROP color. Chlorodent’s 
over-all budget in all media, through 
J. Walter Thompson Co., is now 
about $3 million. 
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Color insertions usually were 1,500 
lines. Some newspapers, however, 
would only sell full pages. Estimating 
that it would have to pay an average 
premium of 40% for one color, Lever 
was pleased to get it for an average 
premium of 31%. Tom Murphy, 
brand advertising manager for Chlo- 
rodent, says that “the color was well 
matched.” 

Summarizing, the Leverites point 
out: ‘We were usually able to get 
the markets we wanted in color, at 
a cost less than expected, with good 
reproduction and strong reader im- 


pact—all of which developed tryers, 
and turned them into steady buyers.” 

One result is that Chlorodent has 
continued in newspapers. The intro- 
ductory ROP color campaigns ran 
from October 1951 to October 1952. 
These were then followed up by a 
series on tests among youngsters in 
“Boys’ Town,” Nebraska, and cur- 
rently on what Chlorodent can do to 
overcome ‘morning mouth.” The 
newspaper part of these campaigns 
has run in black-and-white. 

But Lever Brothers still keeps that 
green ink handy. 


One Page In Color Gives Wonder Bread 
Reader Impact Of Spread in B&W 


Three years of experience have 
shown the nation’s largest baker that 
ROP color is a good way to start 
an intensive newspaper advertising 
campaign. 

And this fall, says Lee Mack Mar- 
shall, advertising manager, Conti- 
nental Baking Co. also may learn 
that ROP color is a good way to 
follow up, 

In Wonder Bread, Hostess Cake 
and other products, Continental’s 84 
bakeries do a combined volume of 
nearly $200 million. To promote 
these products Continental now 
spends, through Ted Bates, Inc., New 
York, nearly $5 million. A substan- 
tial part of the total is in newspapers 
in about 65 major markets. 

For Wonder Bread — which gets 
the largest share of the company’s 
budget—spring and fall schedules on 
an “A,” “B,” “C” market basis usu- 
ally involve a dozen insertions total- 
ing 15,100, 8,700 and 7,200 lines, in 
159 newspapers. 

Until 1951 Continental’s “A” 
market schedules opened with a dou- 
ble spread in black and white. Then 
the company decided to try a one 
color (red) and black on seven col- 
umns. Despite an average rate pre- 
mium of, about 35% for one color 


and higher preparation costs, Lee 
Marshall points out, Continental has 
found the reader impact of seven col- 
umns in color to at least equal that 
of 16 columns black and white. 

Of the 159 newspapers currently 
scheduled for Wonder Bread, cam- 
paigns in 92 now start in black and 
white and campaigns in 67 in color. 

Larger television efforts (“Howdy 
Doody”) caused the company to skip 
a spring newspaper campaign this 
year, Marshall explains. But this fall 
Wonder Bread will be back in news- 
papers — “probably using a greater 
proportion of ROP color. Our 
bakeries’ salesmeri like it. So do our 
retailers. We use reprints of our 
color ads for window and interior 
displays.” 

More color insertions would be 
used “in all -available markets.” 

Continental has had no difficulties 
with newspapers charging higher than 
“average” premiums for color, Mar- 
shall says, nor on quality of ROP 
color reproduction. Instead of trying 
to crowd into thicker papers on later- 
week “food days,” the company per- 
fers to run on Mondays or Tuesdays. 

All the advertising is placed by the 
agency from New York at national 
rates. 


How Do Advertising Agencies Rate Color? 


SM put some questions to top 
media executives of some of the 
largest advertising agencies. The re- 
pliers—most of whom ask not to be 
identified — represent agencies with 
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combined annual billings of about 
$350 million. 

Question 1: “How much more, or 
less, of a factor has ROP color in 
newspapers become in media plan- 


ning for your clients in the last three 
years?” 

A Chicago executive reports “quite 
a strong tendency among our clients 
to use ROP color, when and if using 
newspapers.” 

A New York executive: “ROP 
color has gained in importance in our 
consideration. Particularly in intro- 
ductory campaigns, we think of this 
device as giving us assured attention.” 
But its “relatively high cost” causes 
“certain reservations on recommend- 
ing its continued use.” On the other 
hand, for regional advertisers, “we 
think ROP color has outstanding 
advantages.” 

John J. Flanagan, vice-president of 
McCann-Erickson, New York, re- 
plies that, despite its wider availabil- 
ity, “ROP color has not been an im- 
portant factor in (our) media plan- 
ning.” 

Another agency vice-president in 
New York finds it of “little signifi- 
cance. While we have used ROP 
color for several clients, the decision 
. . . was based on copy presentation 
rather than media efficiencies.” 

N. W. Sharrock, assistant media 
director of Campbell-Ewald Co., De- 
troit: “Our newspaper scheduling 
basically has been confined to black- 
and-white.” Thus “our answers 
would be those of conjecture rather 
than experience.” A lone Campbell- 
Ewald “experience” was three years 
ago, when Chevrolet ran a new model 
announcement campaign in one color 
and black in 100 newspapers. Chevro- 
let has since returned to. black-and- 
white. 

Charles A. Pooler, senior vice- 
president, Benton & Bowles: “While 
ROP color probably has taken on 
new importance, it is still very far 
from being given serious considera- 
tion on a national scale. Most of it 
is done for special campaigns or to 
give special emphasis under certain 
marketing conditions.” 

Question 2: “Has the present 
availability of ROP color in several 
hundred newspapers caused any of 
vour clients to increase substantially 
the newspaper share of their budg- 
ets?” 

Replies were almost uniformly No. 
One agency man qualified his an- 
swer with “one possible exception—a 
small one.” Another: ‘Any increase 
would be due to recognition of the 
impact of local newspapers, rather 
than availability of color.” 

Question 3: “Would you give us 
examples of clients who use newspa- 
pers today primarily because of avail- 
ability of ROP color?” 

Again a quite-unanimous No. One 
agency man thinks “many local and 
regional advertisers must have been so 
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influenced.” A second: “Some clients 
have taken advantage of ROP color 
because of its increased availability 
and improved efficiency, but they have 
not used newspapers primarily be- 
cause of this.” 

Question 4: “Which clients now 
confine their own newspaper adver- 
tising (or cooperative advertising 
with dealers) predominantly to ROP 
color r 

An even more unanimous None of 
Them. 

Question 5: “For which types of 
products do you find ROP color gen- 
erally to be worth the additional cost 
and trouble?” 

“No particular class of product.” 
.«. “We use ROP color for food, 
liquor and gasoline advertising,” but 
“we have no positive knowledge for 
which products . . . it is more effec- 
tive.” “Decision is based on 
copy presentation or package iden- 
tification problems by markets.” . . . 
“Varies.” . . . “Food products.” 
“Either in introducing a new prod- 
uct or in increasing awareness for 
a product distinguished by color 
packaging or color identification,” 
such as Blue Cheer. 


Question 6: “Please let us have 


COLOR Pays Off Here / 


specific examples emphasizing that 
ROP color may be worth its higher 
cost—in reader impact and in actual 
dollar sales.” 

One agency. executive mentions 
“‘salesmen’s enthusiasm about possible 
merchandising impact.” . . . Another: 
“Tt enhances the opportunity for deal- 
er cooperating in tie-ins, window and 
store displays.” . 

But: “We don’t use Starch, and 


actual increase in dollar sales is im- 
possible to trace.”. . .““This seems to 
be a question best answered by some 
newspaper publisher.” (As though it 
were not the agent’s job to know 
whether the advertising was helping 
to produce buyers for his clients!) 
. . « “We have not been able to find 
sufficient data to prove its over-all 
effectiveness.”. . . 
Agencies need more color data. 


Milwaukee Journal Enlists 89 Papers 
In Plan for More and Better ROP Color 


In the first three months of an 
ROP Color Service, launched by the 
Milwaukee Journal on April 1, 89 
newspapers—as well as suppliers and 
advertising representatives—had sub- 
scribed for it. 

The service provides newspapers 
with a steady flow of material — at 
lower cost to them and their adver- 
tisers. 

It consists of a Color File of edi- 
torial and advertising material in one, 
two or three colors, issued to par- 
ticipating newspapers at least 40 


Es CALL-CHRONICLE NEWSPAPERS 
Preferred 


ALLENTOWN, PA. 


Notionol Representatives 
Story, Brooks & Finley 


in 


2 if 
Pennsylvania’s 3rd Market 
with 

Daily and Sunday Circulations 
Retail, National and Classified Advertising 
AT ALL TIME HIGHS 
Add the Extra Punch of 
R.O.P. Spot or Full COLOR 
with Careful Stereo and Prideful Press Work 


Where 4 out of 5 Families Buy Through 
Advertising in 


CALL-CHRONICLE NEWSPAPERS 


THE MORNING CALL 
EVENING CHRONICLE 
SUNDAY CALL-CHRONICLE 


times a year, and a mat and plate 
order service, with Lake Shore 
Electrotype, Chicago, which pro- 
vides delivery within 48 hours of the 
units offered. 

Sources of the “file” are: 

1. Editorial subjects from the pages 
of the Journal and other newspapers. 
(In 1952 color was used in 575 
Journal editorial pages.) 

2. Fifty pages annually of original 
retail color ads from Vogue-Wright 
Studios, Chicago, a Lake Shore affil- 
iate. 

3. Color ads from stores and sam- 
ple national color ads which appeared 
in the Journal in 1952 and thus far 
in 1953. 

4. National and manufacturer-re- 
tailer co-op color ads—adaptable for 
local use in other markets. 

5. And color pages from other 
newspapers. 

Early offerings included: One on 
home building, from the Washington 
Post; an American Red Cross page 
from the Allentown Chronicle; (the 
Advertising Council last spring began 
to offer newspapers ROP color ads 
for its public service campaigns) ; ads 
by various retailers on fashions, 
foods, home products, etc.; sample 
ads of such national advertisers as 
Coca-Cola (placed locally by bot- 
tlers), by Heinz, Procter & Gamble 
and Helena Rubinstein; and a Crane 
bathroom ad for dealer cooperative 
use. 

Participating newspapers are in 34 
states, District of Columbia, Hawaii, 
and Nova Scotia and Vancouver 
provinces in Canada. Several of them 
—including the Akron Beacon Jour- 
nal, Newark News, Pensacola News- 
Journal and Philadelphia Bulletin — 
are not yet listed as carrying ROP 
color. 

The presentation is reported to 
have swayed one major “undecided” 
newspaper to spend $6 million for 
ROP color facilities. 

In the first two months 150 mat 
units were ordered. 
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Vo Advertisers 


and Agencies... 


There ts a sensational 


new development 
in the field of 
1 ROP COLOR 


TURN THE PAGE 


THE MILWAUKEE JOURNAL 


ROP | COLOR Minit: 


' FOR NEWSPAPERS 


Meets the Needs 
Local Advertiser 


THESE SUBSCRIBERS WILL SERVE YOU 


CITY AND NEWSPAPER STATE 
AKRON Beacon Journal Ohio 
ALLENTOWN Call-Chronicle Pennsylvania 
ATLANTA Journal and Constitution Georgia 
BANGOR Neu s Maine 
BIRMINGHAM News, Post Herald Alabama 
BOSTON Globe Massachusetts 
BRIDGEPORT Sunday Herald Connecticut 
BUFFALO Courter I rpress New York 
CHARLESTON Post, News &@ Courier South Carolina 
CHICAGO Sun-Times Illinois 
CHICAGO ribune Illinois 
CINCINNATI Enquirer Ohio 
CINCINNATI Post Ohio 
CINCINNATI Times-Star Ohio 
CLEVELAND News Ohio 
CLEVELAND Press Ohio 
COLUMBUS Dispatc h Ohio 
COLUMBUS Ledger-Enquirer Georgia 
DALLAS News Texas 
DAYTON News Ohio 
DAYTONA BEACH News-Journal Florida ‘ 
DENVER Post Colorado 
DES MOINES Register & Tribune lowa 
DETROIT Free Press Michigan 
DETROIT Neus Mic higan 
DULUTH Herald & News Tribune Minnesota 
EUGENE Register-Guard Oregon 
EUREKA The Newspapers California 
FORTH WORTH Star-Telegram Texas 
FRESNO Bee California 
HALIFAX Chronicle-Herald Nova Scotia, 
Canada 
HONOLULU Star-Bulletin Hawaii 
HOUSTON Chronicle Texas 
INDIANAPOLIS Star and News Indiana 
JACKSONVILLE Florida Times-Union Florida ° 
KANSAS CITY Star Missouri os 
LANCASTER Newspapers, Inc. Pennsylvania ent) WU 1 
LINCOLN Journal-Star Nebraska Ff é 
LITTLE ROCK Arkansas Gazette Arkansas 
LOS ANGELES Mirror California 
LUBBOCK Avalanche Journal lexas * * 
McKEESPORT News Pennsylvania 
MIAMI News Florida 7 a LON - 
MIAMI Herald Florida 
MILWAUKEE The Journal Wisconsin 
MINNEAPOLIS Star-Tribune Minnesota 
MODESTO Bee California Started only three months ago, ROP COLOR 
MONTEREY Che Peninsula Herald California SERVICE : i. 100 subscrib ; 
MONTGOMERY © Advertiser-Jowrnal Alabama _ now sqryes Shape Cen Sve Sener 
NASHVILLE The Banner-Tennessean Tennessee through a “color plate pool” for distribution and 1 
NEWARK News New Jersey interchange of materials to promote broader use 
NEW ORLEANS Times-Picayune, States Louisiana of ROP color on a nation-wide basis. t 
NORFOLK The Norfolk Newspapers Virginia 
OKLAHOMA CITY Oklahoman-Times Oklahoma As a new and separate department of The Mil- 
OMAHA World-Herald Nebraska waukee Journal, ROP COLOR SERVICE oper- 
ORLANDO Sentinel Star Florida ates jointly with Lakeshore Electrotype Co. of 1 
PADUCAH Sun-Democrat Kentucky “G2 ‘ ‘ : “Sar P 
PENSACOLA Journal-News Florida Chicago to provide rapid and efficent distribution | 
PEORIA Journal Stat Illinois of tearsheets and reprints of newspaper color ma- 
PHILADELPHIA Bulletin Pennsylvania terial, and high quality reproduction mats and 
PHILADELPHIA Inquirer Pennsylvania plates tailored to each newspaper’s specifications. 1 


PITTSBURGH 


Post-Gazette 


For further information 


Pennsylvania 


call or write 


ROP COLOR | 


333 W. State Street, Milwaukee 1, Wisconsin—BRoadway 1-6000 


Or These Offices of O’Mara & Ormsbee — New Yorl 
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TOP MARKETS FROM COAST TOCOAST 


CITY AND NEWSPAPER STATB 
PONTIAC Press Michigaa 
PORTLAND Press Herald- 

Evening Express Maine 
PORTLAND Oregon Journal Oregon 
RICHMOND News-Leader, 

Times-Dispatch Virginia 
SACRAMENTO Bee California 
ST. LOUIS Globe-Democrat Missouri 
ST. LOUIS Post-Dispatch Missouri 
ST, PAUL Dispatch-Pioneer Press Minnesota 
ST. PETERSBURG Times Florida 
SALT LAKE Tribune, Deseret News- 

Telegram Utah 
SAN ANTONIO Light Texas 
SAW DIEGO Tribune & Union California 
SAN FRANCISCO Chronicle California 
SAN JOSE Mercury-News California 
SEATTLE Times Washington 
SOUTH BEND Tribune Indiana 
TOLEDO Blade Ohio 
TULSA W orld-Tribune Oklahoma 
UTICA Observer-Dispatch & Press New York 
VANCOUVER Province B. C., Canada 
VANCOUVER Sun B. C., Canada 
WASHINGTON Post Db, G 
WAUKEGAN News-Sun Illinois 
WICHITA Eugle Kansas 
WILMINGTON Sunday Star Delaware 
WORCESTER Telegram-Gazette Massachusetts 


Non-Newspaper Subscribers 


l @ e Howard Flint Ink Co, Danner Press of Canton, Inc, 
Huber Ink Company W. C. Herrick Ink Co., Inc. 

ized eV VICE Kelly-Smith Company Sawyer-Ferguson-Walker Co. 
NEA Service, Inc. Sinclair & Carroll Co., Ine. 


Zinc Engravers Washington Photo Engraving Company 


ALREADY SUCCESSFULLY USING 


W, ide Coverage LEADING NATIONAL ADVERTISERS 


ROP COLOR SERVICE is completely flexible— 
it meets the varied merchandising problems of the 
national advertiser as to co-op arrangements, 
scheduling dates, copy changes and local restric- 
tions on a market by market basis. 


Here is an established, going operation that com- Jantzen Rheem Manufacturing Co 
bines the proved selling power of color with in- Palm Beach Mohawk Carpet Mills 
tensive newspaper coverage of leading markets — Frigidaire Congoleum-Nairn 
harnessing immediate local level action to your Conn Oe a 
sales programs. It is demonstrating its practic- ; ee 

ability every day. We invite you to investigate Phoenix National Homes 

the many advantages! Simmons Co. Metro-Goldwyn-Mayer 


SERVICE te MILWAUKEE JOURNAL 


A. F. Hall, National Advertising Mgr. Norman Saukerson, Mgr. ROP Color 


York, Chicago, Detroit, Los Angeles, San Francisco 


Newspaper Reproduction: eon dish, the salad is prepared by com- 


bining cottage cheese, pineapple and 


, 


“Full color” printing three colors and black—is now available, chopped mint in mound shape. Serve on 


run-of-paper, in 211 newspapers of contine ntal Lnited States. salad greens with fruit dressing. Iced tea 
Because of the impossibility of showing a full page newspaper mabes on idsel ‘eocempanianeat. 

sample of it on a standard SM _ page, Sales Management's 
editors. with an assist from The Milwaukee Journal, selected 
and present here an editorial page which demonstrates the te h- 
nique and the results. ‘This page was a standard run on The 
Journal’s black-line news presses. Here’s how a food advertiser 
emphasizing appetite appeal might make the most of R.O.P. 


color in newspapers. 


Some national brands currently appearing In full color—either oe year ne _— — 
i paging apple still slightly frosty provide the hostess 
with a simple solution for a chilled 


—are Congoleum and Mohawk floor coverings, Cudahy and i 
fruit cup. Serve as appetizer or 


Oscar Mayer meat produ ts, Duncan Hines foods, Nescate cof- 
dessert and garnish with mint sprigs. 
A little sherry added to each. dish 


makes a sherried pineapple cup. Melon 


fee Hart Schatiner & Marx me n’s cloth ng Jantzen swim suits, 
Frigidaire home apphans es, Crane bathroom [fixtures and Paper 


Mate pens, 
balls and fresh raspberries can also 


be added to pineapple chunks for 
still another fruit cup version. 


Pineapple slices form an interesting pattern 


on top and sides of this molded pineapple vegetable 


' P : : loaf. Ingredients in addition to pineapple include finely 
Delightful snack for any hour of the day consists of Bartlett pears and potato SALES MANAGEMENT shredded raw cabbege, grated raw carrots, cream cheese, cream 
chips served with a western cheese dip. Cream cheese is blended with cottage 
cheese and blue cheese and seasoned with lemon juice, dry mustard and wor- 


cestershire sauce. The dip will keep for weeks if stored in a tightly covered 


and toasted chopped almonds. The base is lemon flavored gelatin. 


jar and refrigerated. 
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Blueberries Are Top Favorite This Month, 
Serve [Them With Pineapple, Cotiage Cheese 


By CLARICE ROWLANDS of The Journal Staft 


OW cool it looks! That’s what everyone will say when you serv 

a refreshing fruit dish on hot summer days. Food which appears 

cool is so appealing when the temperature soars. Fruit, too, is appetiz- 

ing and healthful and often is a quick answer to hot weather menu 

problems. If you’ve run out of ideas for salads, desserts or snacks now 

that summer days have melted your pep to a small trickle, fruit is the 
answer. Fruits are not only cool, but light, pretty and tasty. 

A top berry favorite in August is the blueberry. Let this fruit solve 

your summertime cooking problem by serving it in blueberry-pine- 


apple-cottage cheese salad to perk up lagging summer appetites. 


Bluehberry-Pineapple-Cottage Cheese Salad 
2 8-ounce packages of cottage cheese 
Y, cup drained, crushed pineapple 
1 tablespoon fresh mint, chopped 
2 cups blueberries, washed and well drained 
Fresh mint leaves 
Y% cup mayonnaise 
2 tablespoons cream 


2 tablespoons pineapple juice 


Combine cottage cheese, pineapple and chopped mint. Place in 
mound shape in center of serving dish. Surround with blueberries, 
Garnish center of zottage cheese mixture with fresh 
mint leaves. Serve on salad greens, with fruit dressing 
made by blending remaining ingredients. Makes 4 


to 6 servings. 


What About Three-Color 
Newspaper Reproduction? 


“Full color” printing—three colors and black—is now available, 


run-of-paper. in 211 newspapers of continental United States. 


x 
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The soft powdery bloom of fresh blue- 
berries surrounding this salad including 
crushed pineapple and cottage cheese 
suggests cool comfort. Fresh mint leaves 
as the center garnish provide an addi- 
tional refreshing touch. An easy lunch- 
eon dish, the salad is prepared by com- 
bining cottage cheese, pineapple and 


chopped mint in mound shape. Serve on 


Paes PE ee st f¢ - +. + 


N.» Equipment and Methods 
Now Permit Color in Every Section o 


THE MILWAUKEE JOURNAL 


® This spacious color photo studio is 
typical of The Journal's facilities for 
creating and producing newspaper ROP 
Color. 


Color convertible black-line evlinders, 
overhead color decks with photo- 
electric color vegister control, and hy- 
draulic ink controls make The Journal's 
newspaper presses the finest in the 
country. 


The Journal's modern, high speed presses have uled in any section of the daily or Sunday 
been further improved for greater flexibility and Journal! This broadened service will be avail- 
service to advertisers through the installation of able in September, to further improve the ef- 
high-fidelity overhead color decks. Now, your fectiveness of this newspaper’s 92 per cent 
one, two or full color advertising can be sched- coverage of the Greater Milwaukee market. 


THE MILWAUKEE JOURNAL 


World Leader in Advertising since 1949 
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WEEKEND cue suontrat sa 


PICTURE MAGAZINE 


Ne 


7 oe 


ae 
Oe 
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sue 
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Published as part of 


the week-end 


Ambulance in the Night pege } 


editions of 20 leading 
Canadian newspapers, 
Ne Udshininmenegsi sore WEEKEND Picture Magazine 
Senge eee provides advertisers with an opportunity 
of telling their story, in two, three or four 
colors, to the more than 1,000,000 families who buy and 
read these newspapers. Specimens of the excellence of WEEKEND'S 
color printing are available from any one of our 


representatives in the United States. 


7 


O’Mara & Ormsbee gts . (} |= ‘ MV bs ll (} N 
Inc. in New York, 


San Francisco, Los 


caddis. tx Choa, AVERAGE NET PAID CIRCULATION 


John E. Lutz Co. 


THE LARGEST CIRCULATION OF ANY PUBLICATION IN CANADA 


AUGUST 15 i933 


SALESMAN’'S BEST FRIEND: (left) National 
Dryer's demonstration model somewhat resembles 
a portable typewriter. It is set permanently into a 
case bottom. Here it is shown resting on the case, 
which has a voltage meter on the front to show 
what a small amount of electricity is consumed 
The man at the left is S. Max Becker, president of 
the company; with him, Theodore R. Ruwitch, vice- 


president and sales manager. 


CLEANLINESS & ORDER (below) . they're 
important sales arguments for National Dryer. 
Here's how an industrial plant washroom looks with 
National hand dryer installation. 


See This Demonstrator ? 


It Sells Hot Air 


. . +4 prospects to as ha ids and the 
No, Sales Management's editors are not trying to trick you. == Pespects to wash hands a 
aryer. 
The product is an electric hand dryer, and it's sold for use : Copel on president S.-M, 
secker, Jr., estimates that there are 
in institution and industrial washrooms. The demonstrator — more than 50,000 electric hand dry 
° . ° ° ‘rs in use, and that more than half 
is so effective, company salesmen "feel naked" without it. of these have been sold in postwar 
sars. He feels that the industry has 
grown because of increased efhciency 
ot the drvers “and be mise progres 
Based on an interview with THEODORE R. RUWITCH seta tia alil 
Vice-President and Sales Manager, National Dryer Corp. on the lookout fo 
will afford economies.’ 
Before 
manutactu 
lit ind half ot that } is Becke ind 
rones W 1] Come i hieved last 
| he p oduc I itomat ele tr 
in oft-beat kind and = ¢ ! tor idustrial plants 
works omces nstit inl ~ tblic wash 
4 h ive rooms ; ‘ed t t hy \ ce 


president dustrial plant or institution tl 
p OpoOsitiol nal sales hnanagel oO the | I I tf a poss ble customer. Independent 
hands savs: “Demonstration is the sell ‘ngineering sources told s that the 
We do everything we can uluct we had developed was not 
lryver in a position to stand WN ind, but lat if ould ofter 

yn} rits O sy ik tor t the wus 1 imum ethciency 

sell ) el mistrate National 3 ie salesn in of industrial 
gorous Dryer salesmen carry portable ma ma ‘ry, Ruwitch approached the 


es the fi volur nes, plug in a wall socket. ask drver m the industrial salesman’s 


MANAGEMENT 


“These feet lend a big helping hand 
to our salesmen!” 


TOLEDO STEEL PRODUCTS COMPANY 


“The feet of a successful sales- 
man star in the low-cost sound 
movie we made ourselves with 
the Bell & Howell recording 
projector. It’s our most dynamic 


sales tool!” 


Hl. Ss. RILEY 
Sales Manager 
POLEDO STEEL PRODUCTS Co 


Poledo, Ohio 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add that professional 
touch to your movies easily, in 
expensively. Add sound to old 
silent films, change sound to fit 
specific needs hows any 
16mm movie. From $699 


Filmosound 285 shows optical 
ea sound or silent films. Brilliant 
. PE alia pictures, full, natural sound at 
ill volume levels. From $449.95. 
Ne ss , r a , ’ 
Sound movies you make yourself ea 
s Bell & Howell Can Help You! 
vel results at lowest cost! 
ogue of a Parts Salesman” is a sound In industry, church and school, more and 


F a Bell & Howell Company 
that tells the complete story of Toledo more sound movies are used to solve here 


7190 MeCormick Road 
: . Chicago 145, Ik 
Steel and the automotive parts they make. It tofore difficult and costly problem seein 


Please send me. without cost 


also shows the salesmen themselves how to Bell & Howell offers a wide variety of the . ; ‘ 

do th best ee llir a i } Ey rn 1 . } ; r obligation, complete informa 
we} Ming job. very salesman Na finest motion picture equipment to help you ' 

his own copy to show to customers. Several — do the best job at lowest cost 


w accounts have already been traced to 


movie 


Toledo Steel wrote the script, shot the 
film, then put on their own mmentary e & owe 
with the Bell & Howell magnetic recording 

projector, the Filmosound 202. Thus, they makers of the world’s finest 


gave their own sound movies that profes- 


sional touch at a minimum of cost. motion preture equipment 
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Metropolitan NEW YORK 


Although Bayonne is within a «stone's 
New York, and typical in all major market 
data facts Bayonne cannot be sold from the 
outside Send for the revised 1953 up-to-the 


minute MAKKET DATA FOLDER 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


BOGNER & MARTIN 


throw of 


Nationally 
Hepresented By 


, foisis: of. the expense 


; on 


, capital invest- 
RENTAL is the 
‘business way of enjoy- 
ae new car fleets 
west cost. 


luto Rentals design 
Mal plans for feeitaual 
tineeds. All costs»TAX 
CTIBLE. @ Immediate 

ery of new 1953 autos. 


irite for TOWN folder. 
WN AUTO RENTALS, “INC. 


AS 


FOR LESS THAN 25¢ 
SELL YOUR PRODUCT 
1000 TIMES A DAY 


with 
‘mprinted 


LISTO 


LISTO PENCIL CORP., ALAMEDA, CALIFORNIA 
in Canada: LISTO PRODUCTS, LTO., VANCOUVER, B.C. 


viewpoint. He had faith in his prod- 
ict, but he knew he would have to 
justify investment in proving 
economies and satisfactions. 

Various types of hand dryers had 
been on the market for 35 vears, but 
the earlier types ta led ado a Satis 
job of drying. This created 
yublic prejudice against 


tactory 
automatic 
. “IT guess you might say we 
had a kind of ntang ble urge to ove! 
ome that. attitude,’ 

plains. 

When Becker and Ruwitch bought 
out the vear-old firm in 1950, Na 
tional Drver had only one distributor 
n the Middle Atlanti 
several jobbers, The sales program 
lacked co-ordination. Advertising had 
been limited to two or three regional 


states, and 


business magazines. 


What Distribution Pattern? 


‘The new owners concentrated in 
itial efforts on sales, but established 
sound manufacturing policies, too, 
They developed a program of con 
engineering de- 
velopment, and they have obtained a 
number of new patents on exclusive 


tinual research and 


features of their machine. 

How best to market the dryers? 

‘After investigation,” Ruwitch says, 
“we realized that maximum. sales 
would result if independent distrib 
utors devoted full-time efforts to Na 
tional Dryer, or if separate organiza- 
tions were set up by the distributing 
companies to sell the machines.”’ 

Becker and Ruwitch believed that 
if their sales approach was founded 
on convincing demonstration, some 
good distributor talent would be at- 
tracted. Interestingly, it was. 


It was not long before inquiries 


began to come in from salesmen who 
had used the dryer or who had seen 
advertisements. Rosaire Halle of Au 
burn, Me., now distributor for five 
New England states and the Province 
of Quebec, latched on to that fran- 
chise by satisfying his own curiosity. 

Halle, a former mayor of Auburn, 
had been New England distributor 
for various floor cleaning prepara 
tions, waxes and refrigeration chem- 
icals, with a sales force of three men. 
One evening, in a small Maine town, 
he washed his hands in the washroom 
and used the National Dryer. The 
next day he wrote a letter to the 
asking for the New Eng 
land franchise. 

With an expanded sales force of 
five full-time men, he works through 
more than a dozen jobbers. Halle has 
dropped all other products. He re 


ently turned down a_ presidential 


company 


appointment for a federal job in 
Maine in order to devote full eftort 
to selling National dryers. 
Halle’s present 
passes 4.800 of the U.S. population, 
he has developed sales to the ex 
tent that they 9% of 
National Drver’s business. 
National Drver has awarded fran 
ss to 11 carefully screened full 
time distributors who handle dryers 
exclusively, There are four company 
salesmen under the supervision of the 
home office. Under these arrange 
of the ROS populat on 


territory encom- 


constitute 


ments 88.6¢ 
s covered. 
What about the other 11.4 of 
the country? “We will get to that, 
but we haven’t rushed this thing be- 
fore and we are not going to start 
rushing it now,” Ruwitch — says. 
“When the right distributors come 
along, we'll 
11.49%.’ 
Besides the 1] 


uftors, each ot whom, in 


cover the remaining 
exclusive distrib 
iddition to 
selling through jobbers has his own 
National Dryers are sold 
by nine active dealers who carry other 


sales force, 


lines of merchandise on a non-exclu 
sive dealer basis. 

Becker and Ruwitch give distrib 
utors free rein in handling their sales 
campaigns and promotions, since tet 
ritory and individual backgrounds 
vary widely. National Drver helps 
with some local advertising cam- 
paigns, but implementation of these 
campaigns is left to the distributor. 
Some have devised their own time- 
purchase plans and promotional meth- 
ods. Selling tools and direct mail ma- 
terial move constantly from the home 
office to distributors, but again the 
use of these is left to individual dis- 
cretion. 


Mail Promotions Pay 


Local promotions have proved to 
be of great value to National Dryer. 
One of these was borrowed from a 
distributor to use on a national basis. 
It was created by Vic Schroeder, who 
headquarters in Omaha, Neb., but 
who holds the distributorship — for 
Kansas, Nebraska, lowa and Okla- 
homa, 

Schroeder 


five mailings which the prospective 


developed a_ series of 


customer received for five successive 
days. All preceded the salesman’s first 
call. Each mailing was in a different 
color, and each told simply the bene 
fits of the National dryer. 

The first mailing described how 
drvers help to keep washrooms clean 
by eliminating “paper towel mess” 
ind plugged waste pipes. The second 
pointed out the saving in towel costs. 
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One of many 


operat 


Only QUALITY 


passes inspection 


From its start, The Fafnir Bearing Company—makers of the most 


complete line of ball bearings in the country —has aimed at pro- 


ducing only high quality ball bearings for applications where 


long and free-from-care life of the bearings is essential. For this 


reason, nearly one-fourth of the entire employee force is made 


up of Inspectors, And more than 60 Inspection operations are 


performed before a bearing can carry the Fafnir name, 


It is no coincidence that companies, like Fafnir., with rigid stand 


ards for their own production, select Strathmore pine letter- 


head paper to do a selling job for them as the background for 


the i corresponde nce, 


If you believe in quality... if quality is the standard by which 
you measure value ...then make Strathmore the choice for your 


company letterhead. Your supplic rean he Ip you select the Strath- 


more Paper that will best serve youl! quality needs, 


STRAT MONE 


VAKERS OF FINE »APERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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HERE tS THE 


PROOF 


THAT NATIONAL DRYERS 


SAVE ano SATISFY 


pepcat ORDERS 


More Proof Inside! 


RiPear « Qtsas 


nembes 


lt we Can report dealer in 
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n Krancisco that a bus line 


s purchased dryers for its nal 


Newark. or ¢ 


ouston that the Boston branch ota 


tern 
an tell our man in 


riety chain has bought dryers, we 
| we have given them good leads to 

own area branches ot these 
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Selling include photostat! 
bro 
One 
effective is a re 
in article in the March, 
Public Ilealth Reports 
journal of the U.S. Publi 
The article reports 


ernment 


letters, 


ind mailing broadsides. 


has proved 


issue ot 
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ealth Service 
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e National 
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1500 DRYS with Kational Dryers 


and the only cost is ELectarcity! 


NwET SAVING m ectwal cosh outlay fer towels 


esults. This is dis 
where 


tor Mas 


tributed plant employes, 


| been in 
This 
Sa delight to harassed per 
would other 
¢ th ng them 


yers being or have 


st illed 


extra 


plant washrooms. 


onnel navers who 
to explain tl 
selves 
ertises in Busi 
Hlospital N 07 
Industrial Matin 
Hazards 
Buildings Institutions {merican 
Restaurant, Tlotel Management, Bar 
°f Restaurant; School Executive, Co 
ege and University Schoo 


/ jutpment News. 


The company ady 
Week, Modern 
Equipment Digest 
Occupational 


ness 


fenance, 


Busine A) 


The Prospect Is Impressed 


\\ h le Nat onal 


ontinues to ‘include business pub 


Drver’s advertis 
ne 
lications in various fields, a 
launched 


media. 


campaign 


was recently in national 


COnSsUIne! Copies of these ad 
vertisements and publi ty stories are 
distributed to ill 
the 


S iles pel sonnel to 


! 
individual merchandising. 
Despite all of 
bel eve if 


lly 


rates 


aids 
s the drvei tselt 
a akes s ile R 1 
“When a 
port ible demonstr: 

nN odel { prospec t's desk, 
nto a wall socket 
the prospect: is 


our selling 
we still 
that the 
salesn il 
on pl igs if 
ind lets it operate 
mpressed.”’ 
He claims that company salesmen 
ealize that they are 
naked if they make a call 
demonstrator. ‘I he 
leanet 


ave conn to 
actically 
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without a 


talk I Cc 


id less heada 


sales 


wash 
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the 


( 1eS Ss 
together only when 


prospe tive custome! di es his hands 


with the machine.” 


LET'S ANALYZE YOUR WASHROOM COSTS 
y ond compare poper towels with Notions! Dryers 
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SAVINGS IN COSTS is one im- 
benefit 


business 


National Dryer 
paper and 
direct mail advertising. The com- 


portant 
stresses in 
pany cites specific cases, quotes 
specific figures. There's plenty of 
emphasis, too, on the best testi- 
monial a company can show from 


a buyer: a repeat order. 


In line with the policy of letting 
the the the 
pany has found that exhibiting at con 


ventions s 


drver do selling, com 
a powerful promotional 
levice because it gives interested rep 
resentatives of various industries 
the 


firm’s convention display, which 


opportunity to use drver. 
a wash basin 
shuttles back 
and forth across the country. 

In April it was at the New Eng 
land Restaurant Show, in Boston; in 
May, it was set up in Chicago's Navy 
Pie the National 
Show; in June, t was shipped to 
Dallas the “Texas 
Show; in July, at a 
sé hool executives 

While principal 
tion has been aimed at the domesti 
market Nat onal 
into the foreign field in the past veal 

the foreign field has 

us,” Ruwitch explains. Distribu 
torships have been set up in Havana; 
San Juan Puerto Rico; Caracas 
Venezuela: San Jose, Costa R 
Mexico City; Panama Citv; C 
icao Netherlands West 
Ciudad Trujillo, 
)) iblic. 


In ot 


cludes two drvers and 


with running water, 


for Restaurant 


tor Restaurant 
convention. ot 
n San Francisco. 

sales concentra 


moved 


Drver has 


; because ome 


id 


Ind cs, al 
Domi al Re 


these Cases As 
explains, “‘disti butors 

W th Nat onal 
United State 


It s nteresting 


quainte d 


Ips to the 


many of these people first 
the dryer in the Miami and Wash 
ington be 
have been sold in Europ 


' 
a New York exporte: 


these sales have been limited to 


Drvers 


gium and 


Switzerland because of 
dollar 1 


restrictions in other 


countries. 
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\ 
confidence /:: > 


1. Eve ry week U.S. families buy more copies of LIFE 
5,474,080*) ion any other magazine. 

2. Eachissueof LI FE isread by more people (26,450,000t ) 
than any other magazine. 

3. U.S. business votes its confidence in LIFE by invest- 
ing more advertising dollars in its pages than in any 


other national medium. 


HOW BUSINESS RANKS NATIONAL ADVERTISING MEDIA 
Ranking Advertising 


of National Medium Revenue 
Media | (Jan.-June, 1953) 
Ist LIFE $54,173,055 
2nd NBC-TV 15,044,048 
3rd c BS-T V 14,205,527 
ith Saturday Evening Post oe 
5th C BS-Radio 1,281,720 
6th NBC-Radio 
7th Time 
Sth ABC-Radio 15,353,074 
9th Better Homes & Gardens 14,716,696 
10th This Week 13,817,990 *Average weekly circu 
vesiiaiaaiiaia — lation, Jan.-June, 1953 
is filed with ABC, subject 
The next ten national media rank as follows Lith: Mutual-Radio, $11,174 to audit 
831 12th: Look, $11,081,546 13th: ABC-TV, $9.866,205— 14th: Ladies 
Home Journal, $9,705,690—15th: Collier’s, $8.561.490— 16th: American 


Weekly, $8,236,047 17th: Good Housekeeping $8 056,027 18th: Newsweel 
$7,805,607 19th: McCall's, $7,030,196 20th: Business Week, $6,535,120 


Source: Publishers’ Information Bureau (gross figures 


A Study of Four Media by 
Alfred Politz Research, Ine 


Radio and television figures are for network time only 
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If he is cool toward your wares... 


... your sales prospects are dim. 


The Manager's a Key Man 


In the Variety Store Market 


You must reach him, you must sell him. You must find a 
way to get adequate counter display. Here's where adver- 


tising in the merchandising papers can be indispensable. 


BY JAMES C. CUMMING © Vice-President 


Anderson & Cairns, Inc. 


In Nlav of this vea the ad ertising ‘ it Cyree 2 H. 
is startled by the sudden an ss sge and J. J. New 


nouncement that Today i) Family l 


mavazine distt b ited th 0 igh thr ! tl Surface both MavaZzines 


1.936 stores of the F. W. Woolworth ! iccesstul publ cations. Keach 
vain, had been torced to cease pub guaranteed 750,000 circulation, and 

lication equally startling was the an the sale ot advertising space at $2,100 

nouncement which followed almost i page was increasing steadily. 

that Family Lif. had What made them tail? And, if 
ilso folded. This magazine was dis vou sell through variety chains, what 

tributed through 6,196 units of such can vou learn trom their tailure ? 


mmediate ly 


variety chains as Butler Brothers Look at it this wav: 
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Both magazines were good prod 


product sa good 

‘re well financed. 

Today 4 Famil Was published by 
Ideal Women’s Group, and Family 
by Na adden Publ cations. 

id the backing of the manage- 

nt of the chains, probably more 
fluent al ba k ng than you have ror 
produ t. Bulletins went to the 
tron headg lartetr rging @a h 


to displa and sell the maga 


the magazines 
sfore MNaNagETS 
push the Mn. 
res whe e the n iwazines were 
icks which the Pp tblica 
ded the sold. In too 
ases, however, the m igazines 
were nevel d splaved. Store managers 
needed ounter space for othe: ten 
h they rega ded as more pront 
When Family Life or Today's 
rived the remained 
room. \fte i month o1 
fi receiving lerk would isk 
\\ h if do ] do “ th these magazines 


boss ?” “Qh those?” the n nage! 


} 
t 


would say Cjuess thev’re out 
late now: send ‘em back!” 

And thes would be returned to the 

ne of 4007 of the guaranteed « 

on. 

Wi know that vou I not selling 
navazines but you are sell ny some 
th ne and chan Cs are you should be 

t through the variety chains 
‘re does your prod } i! . [his 

PIVING the per nftage t the 
ive chain's 
tment w I] show 

! imelwa Cc 
irt goods 
goods, piece goods 


fants’ and ch ldren’s wea 


isewares 
indy, nuts 

Jewelry 

\Ten’s and 

VT illine 

Notions 

Pets and pet supplies 

Records and sheet n 
Bathing goods 

Shoes and sl ppers 

Stationery 

lo let goods and osmet 
Tovs, games and books 

Women’s weat 

loc 


your produ 


major variety chain depart 
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HERE’S WHERE ADVERTISING 
REALLY PANS OUT! 


More than 16,000 Small Towns make up GRIT- By advertising in GRIT you stake out a claim to 
America, towns of L00—500—on up to 2,500 souls. new dominance for your products in a mighty impor 
than tant and profitable field. Your message is far treer 


Put together, they comprise a market larger 
Buffalo, Cincinnati, Kansas City, Minneapolis and from competition so readership is 
Seattle combined. Yet, unlike big cities, few have daily high... your product stands out /y 
newspapers. More than 700,000 families in these Small much more prominently hg | 
Towns rely on GRIT for much of their fiction, fashion, Result? Many advertisers sell more, a fe a . 
national and international news, home-making hints proportionately, in’ GRIT-America 
and ads telling them what to buy. than they do nationally 


GRIT is the leading national weekly in Small-Town To make your advertising “pan 
America . with greater advertising Concentration in out” in this rich market... get 


places under 2,500 population than any other medium. into GRIT! 
———/ 


YES—YOU CAN STILL STAKE A CLAIM 
IN OUR COUNTRY! 
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Made by ae «Ss CAN ‘1 
ree et : & 


7 pin LENE Wainy SO 
WILLIAMSPORT, PA 

| Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit, 
i Philadelphia and Doyle & Hawley in Los Angeles and San Francisco, 
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SELLING FORCES 
Ls oe HOBART 


J. P. WOOD 


The Curtis Publishing Co 


COMPACT, readable 
guide to the best sell 


ing tools at the com- 


—_— 


Praised by top men in the field 


C. B. Larrabee 
unusual thoroughness some phase 
of the marketing problem that 
have not been adequately covered 
before.” 


mand of business and 
industry scores of 


practical illustrations 


. covers with 


Paul H. Nystrom . a delight 
ful exposition of the marketing 
sector of the Amerit an economy.” 


Elon G. Borton . a book to 
which sales and advertising prac 
titioners will turn again and again. 
It is loaded with brief case illus- 
trations and usable statistics.” 
Robert A. Whitney“... . should 
have excellent acceptance among 
sules and marketing people 

fine hook af 


- Cooperative 
Advertising 


The Way to Make It Pay 
MOSHER STORY HUTCHINS 


Cooperative Advertising Consultant; 
former President, Hoard Chairman 
HMutehin 
ALL THE FACTS on dealer-manu 


facturer advertising 


tdeertising Company, Ine 


how to plan, 
produce, sell promotion that rings 
up dealer sales 


Frank T. Tucker, B. F. Goodrich 
Co. “1 feel that the book makes a 
great contribution to a phase of 
advertising which is becoming in 
creasingly important every year.” 


Publishers’ Auxiliary “A good 
answer to a long-standing need 
We recommend it highly a 


7S alls. $6 


MAIL COUPON TODAY 


THE RONALD PRESS COMPANY 
15 East 26th Street, New York 10 
SESD WE BOOKS CHECKED BELOW 


Selling Forces, Hobart-Wood $5.00 
Cooperative Advertising, Hutchins 6.00 


(Save pestage by remitting with order 
Heoks returnable if not satisfactory) 


Name 
Address 


City Zone State 
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IF YOU'RE SKILLFUL in display design, you can win a place for your fixture, and 
hoist sales sometimes by spectacular percentages. See what John Dritz & Sons 


have done to put merchandising sense into a miscellany of notions. They're pulled 


together compactly to make a little department on sewing aids. 


ments, there's more room tor t on 
the counters than there was 10 years 
ago despite the experience of the 
magazines. The chains have been 
growing in the size of their individ 
ual units as well as in the number of 
stores they operate. 

There has been a strong tendency 
to consolidate small units into single 
large stores, with the result that both 
sales and counter space per unit have 
increased steadily, The chart below 
of volume per unit shows this trend. 

Roomy as the new chain stores are 
they are not nearly SO TrOOMmNY as the 
listing books. You may think that it’ 
dificult to sell the chain stere buver 
and you re I oht. Yo i've done a g 
‘ve sold him. Bu 
happens then? He includes 
produ t in the list ng book ind 
listings tol 


job W hen you 


every department contain 


many more items than even the larg 
est units in the chain will have room 
for. So the final decision as to 
whether your product will ever be 
placed on a chain store counter where 
a consumer can buy it is up to the 
Store manager not the buver. 

It is at this point that many sales 
managers go wrong in their thinking 
about Variety chains. They regard 
each chain as an account. Actually 
each chain is many accounts as 
many as the chain has stores. When 
vou sell W. T. Grant you add 480 
accounts to your list. H. L. Green 
will add 228 more. And the mana 
vers in each of these separate stores 
must be sold separately by you. 

It was the store managers who 
broke the backs of Voday’s Famil 
ind Family Life, and the store man 
agers can break or make the success 


Newberry 
McLellan 
Neisner 
Grant 
Murphy 
McCrory 
Woolworth 
Kresge 
Kress 
Green 


Variety Stores: Unit Volume Gets Larger 


Sales Per Store 
Company 1940 


$114,979 
103,581 
198,585 
227,185 
261,596 
233,374 
165,503 
213,565 
364,876 
260,319 


°o Volume Gain 
1951 per store (1940-51) 


$337,378 193.4%, 
262,224 153.2 
494,640 149.1 
559,821 146.4 
574,482 119.6 
505,932 116.8 
353,377 113.5 
449,871 110.7 
665,602 82.4 
467,917 79.7 


SALES MANAGEMENT 


SHOWMANSHIP... 
that sells! 


—_— 


—_ 


National Electric Products 


MR: BUILDER (SEE HOME-OWNERS PE Tu: PEEVE” 


Pulling in prospects was no problem for National Electric Products 
at the Home Builders Show. Showgoers looking through the 
attractive, pierced canvas saw a typical living room and learned about 
home owners’ “pet peeve”... overcrowded electrical outlets, 
National Electric presented the solution ...PLUG-IN STRIP... focusing 
attention on a convincing demonstration by the use of 
“black light.”” Demonstration props glowing in the darkness 
proved highly effective. Let us pute SHOWMANSHIP 
to work for YOU today! 

PITTSBURGH 

4 4 < 


Melwood St.. Pittst 113, P MAyflower | 9443 


NEW YORK 

516 Fifth Ave. New Y . VAnderbilt 6-26721 
CHICAGO 

737 W. Hasting 


DETROIT 
810 Book Tower Bidg 


AUGUST 15 


ire i the one produced by John 
ritz & Sons tor the broad line of 
notions items distributed by that firm. 
The right kind of display fixture re 
able 


managers 


Don't leave listing entirely 


to the b ive 


, ’ 
, tir 
produ in thei tore | yout 


| 
strong that two of the maj . Grive hin your own sug 


shor 


ild be word 
respect the ] st 
ial chain, the 
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to how it 
and 
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allow 


sted products 


ha ms Are how 
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l know 
t the 


ore fo © 
conside} research and 


but 


ih oh degree or respect for 


from the manutact with quires 


will have 
a ea 


t and 


r the le . 
{ ne orders li I i will usuall as money store 


it head ] 
sell the cha Nn W 1] speed the sales or produ 


tted +, Design 
counters where 


’ 
ft ove look th s possibility. it 


may be perm a SI 
nt an entire listing 
o check carefully with 
department before 


ich 


ounter sigi 


be sure f 
play fixture that | 
roduct better in ' 


nple ot! h a 


le 
the re 


ho il 1 
t] 


to bid the 
ws lain’s display 


be 


Wa 
has it 


produce if. | cha nN 


own policies on IS. 
tem is important to the 
la\ be able fo arrange to 


demonstrators to spend 


behind = tl 


where Vo 


( 


a week 

aunte cach 
The Miami Herald T ioe te 
OPS n a three-fold function. First, sl 


. iles ng the ti 


All Morning Newspapers e's in, the store 

ny g ie 1 to! the at 
f the Third, she 
uns the store sales personnel 


ot the 
ntelligent sell ng 


in Init 


sharply dun 
Secondly 
a | lly 


nanager. 


to 


fention o 


in Total Advertising! ; 


selling points tem so 


if} do a more 
ie has moved on to the 


MEDIA RECORDS 


z 


the 


Chain store manage 


6. You can pages of 


ise 


-19 


Months 


-ING 


TOTAL At VERTISING 


\F THE FIRST FIF TY 


MORNING NEWSPAPERS 


13,328 ,922 


business press. 


are hungry tor product ntormn 


t fron 


read 


more than they can ge 


listing sheets and they 


atior 


1 the 


tho 


Chain 


su h nagazines is 
1 ge and Syndicate Store Ver 
thandiser. Chain Store Ag tor eX 


ample, is bought by 98¢7 of the man 


oughly 


MIAMI HERALD 
Store 


Chicago Tribune 
Angeles Times 


12,976,855 
12,914,515 
Los 

agers of the stores ope rated by the 30 


ariety cha Ms. 


Reaching Key Men 


1 
roact 


()t these 


to the 


all 


Manages nun 


Pace-setting lineage like this ; 
can only result from profitable — her 
results. It means that a record number agers, however, it is important 
of advertisers are profiting from the boom- that difterent 

ing buying power of Florida’s billion-plus Gold problem from advertising to —- 
Coast market — and from the blanket low-cost a is 
coverage of The Miami Herald. Why don’t you? 


ap} a 
r Os p obably 
al to 


store man 


the most practh 


you. sing to 


to re 


men bet you have a 


ment store buyers. 


yvour item unless if Ss included on 


their listings, no matter what vou sav 
What they 
bette: 


Se asonal sh tts 


to them. want is infor 


mation about counter d sp] i\ 
demand 0 
It n 
dea to remind them fron 
the they 
item, 


ror 
ne 


ind in 


spe ial colors and size. ay 
good 
about profit 
too. 


eXamM| le 


time 
make with your 
Talon 
cently 
merchandising press to say, 
on White, 
seller!” “This headline 
up the store n 
iage with this 


advertisement 


Zippers 

pages 

Pin) 
nvyou 


b ogvest 


used two fa 


JOHN a KNIGHT, Publisher So, summer's 


profits 
backed 
anager’s own lan 
“When vou 
Talon 


STORY, BROOKS & FINLEY, National Reps ‘ag 


Affiliated Stations — WQAM, WQAM-FM 


n 
COPV: 


I rad this 


your 
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‘Rubbermaid iss ‘d rigtl and the 


advertisement to show samples of 
‘d right. lead ny wraps to store managers. 

very Rubberm: mM mii You can't stop with the buyer 
led 
iCd 


ce 
I 
ly-sty when you sell the variety chains; you 
12". 14" d sizes. And every iter rices must get vour story through to the 
\lonowatt de u t ... ranging trot store managers. Today's Family and 
the March . Family Life somehow slipped up on 
this important point. Why they 
slipped we don’t know, but it) may 

chain be significant that both publications 
Te tailed to talk to store managers 
Ben Mont Papers In ., annoul | thre 
March “Ben Mont’s 


nigh the advertising pages ot the 


protessional magazines serving the 


nas Catt W ap and used Variety store field. 


need TO 


dow. Here's 
d spl i\ 


D THERE IS A WAY TO PUT MORE BEER 
Shop her INTO ST. PAUL HOMES 


suppltes. Sin 


is sles T \Iono 
three of As | 
shades, 


Then your window 
nd compelling.” 

OM pany doesn’t in 
window be a// Mono 


good idea to be unselfish 


Mana 


Language Managers Understand 


The Wooster Rubber Co. uses its 
} 
business paper advertising to reason , - a Oe . 
+} “ | -_ ; In the St. Paul “half of the Twin City market, where x 
ing e store ve 
MBS STE WILE UG SE ——— than three out of four adults are beer drinkers, a surprisin 
Says Wooster: “Here's why Rubbet number of people never have a bottle or a can o° it cooling in 
maid should be one of vour top basic the refrigerator, according to the 1953 St. Paul Consumer Analy- 
housewares lines’’: sis Survey. This accurate yardstick of buying habits in St. Paul 
“Rubbermaid pays high-profit rent reveals that of the 76.3% of adults who like beer, only 47.2% 
\ maid pays hig rohit rent. ead - : 
Rubt : se ever take it home in cans and only 58.2% take it home in 
wwe ( Vs f » | 
Xubbermat = tour to five enti 
times greate1 1 at returns re T +s . . : 
' Sra Su sal per These surprising figures indicate an important untapped 
market for both canned and bottled beer . . . and present a 
challenge to brewers whose aim it is to raise home consumption. 


counter foot ot display space than 
average housewares lines. (No won 


der more and more store managers The one sure way to put more beer into St. Paul homes is 


are giving Rubbermaid more and to SELL it through the advertising columns of the only news 
¢ » ; > . a o » 
more good display space.) papers to blanket this prosperous market » « « the Se. Paul 
va . Dispatch and Pioneer Press. Because of their saturation coverage, 
Rubbermaid creates mpulse sales. t di > > : 
the Dispatch and Pioneer Press offer a powerful selling medium 
Fast-selling Rubbermaid makes for advertisers in the vital St. Paul area. 
olortul mass displays that flag down 


| eeceoeeee 
shoppers ind turn them into tor 


! custon 
ers Rubbermaid builds multiple The complete story of buying habits and consumer brand 
ilies... sueaiieemnnien Wiciee Wiis ae! Gea preferences for hundreds of major products sold in the impor- 
tant St. Paul market is to be found in the 1953 St. Paul Con- 
ASSO ~— a at one time. sumer Analysis Survey. If you desire a copy, contact your 
ermal if 


offers a tull treig Ridder-Johns representative or write Consumer Analysis, Dept. D 
allowance. 


Rubbermaid gu Representatives 


wi - RIDDER-JOHNS, INC. 
D 4 § PATC H New a 
San Francisco 


PIONEER PRES$ (von rn 


Minneapolis 


“a eiooee CAREER 


Top secre 


OPERATION PROTECTOGRAPH 


0%, 


Campaign Hits = / C \ Sales Worth 


National | / ~~, More Prize 
Quota = Points 


yes 


They raised the CAMS flag on Mt. Quota during the early hours of March 
21. The smoke was thick and the din of battle deafening as they unfurled 
her bright colors. There she waves! A symbol of the CAMS froops breaking 
through to victory in the 8th week of combat, capturing more than 3100 units 
along the way 

One battle-grimed doughboy — one of those who had hoisted the flag 
— said: ‘‘We aren't stopping here. We're still advancing. This is going to 
be the biggest victory in history." 


BROKE 53-YEAR RECORD: The weekly bulletin for March 3! brought the news 


that Todd had exceeded the quota—with four weeks to go. Here is how 


Todd Shot for 40% Increase, 
Contest Zoomed It to 167% 


And three months later sales are still climbing on check- 
writing machines. Here is how to build excitement and 


success into a sales contest on a firmly established line. 


ation Protectograph Was : ntially the ; 


d 


same as in 19952. 
ind executed with the da irther, sales in the three-month 
imagination of a commando period tollowing the close of the con 
Planners at the Todd Co test have continued rise. So. the 
olt SUIPrise ind contest salesmen lal outstripping 
ir exceeded expecta their quotas, did not rob themselves 
of future sales. 
ncrease in dollar value ot Potal sales were 
January 6) \pril IS Dodd's 53-vear histor 

od. ‘This increase was on ‘Todd's © 300-mar ational 


top of the 406, goal The coal Was force sells 16 basic models ot check 


sales 


set at a whoppi ay 40°) above av rave writers and che ks VneTS, pl Is ‘Todd s 
sales i January-April perio t Imprinter. Some machines are 
1951) and . NIany had advised powered, others are 

setting the goal it LO-15¢) above the erated 

base period. Machine prices in 1993 Lhe 
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siasm tor a line which the Todd sales 


force had grown accustomed to sell- 
ng. 

Why was the contest such a su 
cess? Harold E. Miller, ‘Todd’s 
sales promotion and advertising man 


ager redits: 
1. “Big thinking.” 
2. Thorough advance planning. 
3. Detailed preparation. 
4. Painstaking sales research. 


\ heavy, continuous promotional 
ve within the Todd organiza 


tion. 


Obviously the contest was no 
spur-of-the-moment. affair. Planning 
started four months before “D-Day.” 
The m litarvy theme was developed at 
the start when C. S. Taylor n 
harge of Todd’s machine sales pro 
motion and a veteran of four and 
one-half vears of U.S. Army Serv 
ice in World War II aid: “In 
90 davs we can make our men 
standing machine salesmen. M: 


out 
ifte! 
of fact, they'll be ninety-day won 
ders.” (‘Taylor was commissioned a 
2nd lieutentant in World Was 
itter a VO-day course. ) \fter some 
additional work the Army theme 
Operation Protectog iph 
evolved, 

Almost as soon as the theme and 
starting date were selected. detailed 
planning began. The contest was 
given top priority in sales promotion 
department activities and all other 
projects were temporarily sidetracked. 
Ideas were developed to mobilize for 
the contest “army” all available pet 
sonnel, including top management. 

\s part of this preparation, staff 

mbers drew on their own field ex 
perience To examples of every kind 
of sales assistance they themselves 
had wanted when they were on the 
hiring line, In addition files of ideas 
offered by salesmen were irefully 
scanned. Each idea selected was then 
tailored to fit the contest tormat. 

ix weeks later, the resultant pro 
gram Was presented to top manage 
ment and approved with only minor 
Plans were prepa ed tor 
innouncement to divisional field 
managers two weeks ifter that and 
it that time a final “D-Da was 
iblished in consultation with them. 

Big thinking’ was one ot the ob 

is re il keys to t] e marked succe 

contest. A less ambitic« 
' 


would hi ve meant 


hey 
shooting To! 
na smaller one. 
advice to ain 
t} 


unit sales ley set 
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*New York 17, N.Y. 
John tL. M rphy 
014-475 Fifth Ave 
Jrray Hill 5 1744 


(OUNUIL ON 
#0005 Awd 
NUTRITION 


Investors, Bankers, Manufacturing Executives, 
Sales Managers and Advertising Account Executives 
know that Product Recognition is indispensable 

to successful marketing. 


Aovertisto 


AMERICAN 
MEDICAL 
ASSOCIATION 
Pusticanions 


*Pasadena 1, Calif. 


For Product Recognition means product ACCEPTANCE 
— product PREFERENCE 
YOUR MARKET. 

Product recognition — the preference for YOUR 


product is highly important. It builds your company’s 
business, reduces sales costs, increases profits. 


actually it means 


Product 


weet soem DATA FILE 


We have available a 
file folder containing the 
complete story of TO- 
DAY'S HEALTH. We ll be 
glad to mail you a copy. 
AUGUST 


15 1953 


Preference attracts investment money 
improves the value of such investments. 


and 


When you feel the pull of public demand, you know 
that Product Recognition is at work for you. 

When products are accredited and identified by these 
acceptance emblems of the American Medical 
Association they are instantly recognized, identified and 
confidently accepted at the point-of-purchase. 


Wire, write or "phone your nearest Today's Health representative 


todays health 


PUBIISHED BY AMERICAN 
535 N. Dearborn Street 
Chicago 10, Illinois 


THE A 


MEDIC ASSOCIATION 


— Phone: WHitehall 4-1500 


Le a Zippo lighter, engraved with 


your company trade mark, be your ever- 
welcome Ambassador of Good-Will. 
Then you will be sure your name will 
always come up in the best light... 
day after day .. . for years. A Zippo is 
the one lighter a man will keep with 
him constantly, at work or when he 
relaxes, because a Zippo is the most 
reliable of all... lights with a zip even 
in wind or rain. Find out how you can 
be there with Zippo. Send in the 
coupon for the facts. 


Ideal for sales incentives, length of 
service awards, sales promotion 
premiums, business anniversary gifts. 


Zippo Manufacturing Company 
Bradford, Pa. Dept SM 38 


Please send FREE brochure showing Zippo 
models 


Company 


THE ONE-ZIP 
WINDPROOF LIGHTER 


Address... 


Zone.. 


In Canada: ZIPPO Mfg. Co., Canada Utd., Niagara 
Falls, Ontario. Prices slightly higher in Canada. 


FREE repair service—for life! 


objective a 40% increase. At 
same time, it was plain that 
an ambit ous objective wo ild det 
that every weapon in the sales at 
be brought into plav and big think 


ing here was again one of the kevs to 


lng ally, to the conc] sion 

would be necessary to have 
ontinuous promotion of all 

phases Rather than in provise 

the promotion to meet the need if it 
irose. it was decided to leave as little 
as possible to chance, to mobilize con 
pletely for the promotional side of 
the contest. Every promotional and 

communications medium in use by the 
ompany was examined with its con 
uses in view, and several new 

mediums were devised. 

In this connection, Maritz Sales 
Builders, St. Louis, Mo., the contest 
consultants who devised special “Bal 
anced Sales” merchandise for Todd 
said that perhaps the biggest factor 
in the contest’s success was the heavy 
emphasis that “Todd gave its promo 
tional aspects. George I. Fitterman 
of Martiz Sales Builders’ New York 
staff said: “I have seen a great many 
contest promotions, but in all) my 
experien e I have never seen one that 
was so thoroughly promoted as this 
one. The Todd people pulled out 
every stop and used every imaginable 
stunt to get the field force enthused 
about the project. They proved again 
what is an axiom in our business: 
It takes more than prizes to produce 
a successful contest. Management has 
to get behind it and push it just as 
enthusiastically as it does its own 
product.” 


Manuals for Salesmen 


An important part of the promo 
tion was the preparation of special 
manuals for salesmen, put out in the 
form of military orders for Opera 
tion Protectograph. In addition, 
special copies were sent to divisional 
and zone office managers with dittoed 
detailed instructions nterleaved, tell 
ng them what to do and how to do 
it. 

After divisional managers had been 
thoroughly briefed in Rochester, an 
nouncement meetings were held in the 
30 zone offices by the divisional man 
agers, each of whom is responsible 
for four or five zones. These meet 
ings set the m litars atmosphere 
which was emphasized throughout 
the campaign. Warnings that. this 
theme might offend some people 
proved unfounded. The emot onal 
appeal not only of the meetings, but 
of the un que approach to the entire 

“a 


campaign nd ( ated to salesmen that 
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To Convey An IDEA 


The genius who invented the wheelbarrow did much to speed the back- 
breaking job of moving heavy loads. This simple contrivance was the 
forerunner of a multi-million dollar industry —the development of 
many types of efficient, economical machinery to handle and convey 
raw materials and finished products. And...to convey their sales 
messages, manufacturers of this equipment advertise in Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management Men—key executives who participate in buying deci- 
sions. These executives are alert to opportunities for speeding pro- 
duction in their plants at less cost. 


RESULT: Manufacturers of materials handling equipment last year 
placed 232 advertising pages in Business Week... more than five 
times as many pages as they placed in any other general-business or 
news magazine. These companies, together with all advertisers seek- 


ing high sales returns per advertising dollar, know 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


These Materials Handling Advertisers Reach 
Management Prospects Through Business Week 


Acme Pallet Co., Inc 
American Hoist & Derrick Co 
The American Monorail Co 
Automatic Transportation Co 
Bassick Co 
Stewart Warner Corp.) 
Bedford Foundry 
Machine Co., Inc 
Big Joe Manufacturing Co. 
Borg Warner Corp 
Briggs & Stratton Corp 
The E. W. Buschman Co., Inc 
Clark Equipment Co 
Ross Carrier Co 
Michigan Power Shovel Co 
The Colson Corp 
Darnell Corp., Ltd 
Elwell Parker Electric Co, 
A. B. Farquhar Co 
The Oliver Corp 
Gemar Associates 
General American 
Transportation Corp 
Gerlinger Carrier Co 
Harnischfeger Corp 
Hewitt Robins, Inc 
Frank G. Hough Co 
International Harvester Co 
Hyster Co 
Industrial Brownhoist Corp 
industrial Crane & Hoist Co 
Lewis Shepard Products, Inc 
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Link Belt Co 

Magnesium Co. of America 

Manning Maxwell & Moore 

Marlow Pumps 

Mead Specialities Co 

Mechanical Handling 
Systems, Inc 

Mercury Manufacturing Co 

Mobilift Corp 

Northern Engineering Works 

The Ohio Electric 
Manutacturing Co 

Power Products Corp 

Pullman Standard 
Manufacturing Co 
Pullman, Inc 

Rapids Standard Co, Inc 

Raybestos Manhattan, Inc. 

Revolvator Co 

Richards Wilcox 
Manufacturing Co 

Robbins & Myers, Inc 

Rotary Lift Co 

Roura lron Works, Inc. 

Salem Brosius, Inc 

Standard Conveyor Co, 

The Thew Shovel Co 

Towmotor Corp 

The Wayne Pump Co 

Wellman Engineering Co 

Whiting Corp 

Yale & Towne Manufacturing Co 


‘ 


TO NATIONAL ADVERTISERS WHO SEEK SUCCESS 
IN SELLING THE NEW YORK MARKET 


The N.Y. NEWS leads 


all New York newspapers 
in Retail Advertising Linage 


RETAIL LINAGE 


in all New York newspapers ; E 
FIRST 6 MONTHS 1953 the New York market is to sell through the medium whieh retail 


The national advertisers best guarantee of success in selling 


merchants have found produces the most business for them. 


NEWS .... 13,765,361 

Times ..... 10,152,619 

Her. Tribune. . . 5,513,599 
5,066,125 
4,242,168 more money in the News than in any other New York newspaper. 

Wor-Tel & Sun . 3,799,638 And in the fir-t <ix months. of 1953. the New York News was 

Jour. Amer. . . . 3,632,373 

Eagle .. . « « 2,044,405 


ect Media Records 


Retailers have a daily check on the results of their advertising. 


For years running they have bought more lines, and spent 


FIRST in RETATL among all of the newspapers ino America. 


on CO UV SD WN — 


The N.Y. NEWS leads 


all newspapers in New York 
in Total Display Linage, and Is 


TOTAL DISPLAY LINAGE FIRST in Clothing Stores FIRST in Jewelers 
in all New York newspapers FIRST in Drug Stores FIRST in Sporting Goods 

, FIRST in Elec. Appl. & Supplies FIRST in Alcoholic Beverages 
NEWS... . 17,091,756 ; ; d ; 
Times 16,434,386 FIRST in Furniture & Household FIRST in General Groceries 


Mer, Tetbune VEER ISS FIRST in Heating & Plumbing FIRST in Toilet Requisites 
Mirror... . 6,827,833 
Jour. Amer 6,030,742 


Wor-Tel & Sun 5,914,075 


Post : 5,412,651 
=i THE NEWS 
seuecs, Ws Re C 
NEW YORK’S PICTURE NEWSPAPER 


teleertisin ofhices also NEWS BUTLDING, 220 East t2nd Street. New York 17, N. Y. 
CHICAGO. Tribune Towe * SAN FRANCISCO. 155) Montgomery Street. 1 * LOS ANGELES. 1127 Wilshire Blwd.. 17 


FIRST 6 MONTHS 1953 RCE Media Records 
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nts of trade-in ilow an 


bought during the campaign pe 


orted by dist D 


i SALES MIANAGEM cle, “Get 
Mlore Mileage From Business Mea This proved 
| a Oct Le ae Fire Point 


' 


Most Po 


thotage of Ki Stron ) i? Llttack wher 
Defens Neetu A > i Resistance Nlach nes were 
. ottered on onev-back basis it nN 


1. board ch five-vear guarantee | d i\ 
90 t] tomer was not satis 


n Kansas ¢ kmanship mate | norm 1 
and tea | fied that the equipment was all 
ontract Was the salesmen t to be 


date, only 3¢¢ ot e customers 


cashing of \ { i ca accepted th . rte h ive 


tate sales machines, 


and WOTR 


il presented 
‘ntire 

sales 

salesmen neel 


litarv theme 


a hese « 
il 


vood S ile 


| 1 
indpoimnt of the 


imistan 


AIR TRAFFIC IS UP 
IN HAMPTON ROADS, VA 


NOW! Up Your Sales in Norfolk 


—_  ” 
eee 


e 
| 
America’s | 
i I Reach and sel! this market with 
M both Dominant WTAR-AM and 
irac k WTAR-TY serving NORFOLK, 
Portsmouth, Hampton, Newport 
arket! 4 3 
ews and Warwick America’s 
= 26th market. Contact Edward 
The personnel at the Naval Air Station, Petry & Company, National 
Naval Yard, Naval Base. Army's Lang- Sales Representative 
ley Field and the great Oceana Jet 
sase buy everything from candy bars 


e men to 


with service 
on. This pr 
rl ettecti 


ni sales 


to automobiles 

Population is 7 per cent since 
the 1950 census .. are your sales meet- 
ing this pace? 


WTAR: NBC Affiliate nn Si 


» 


WTAR-TV: All Networks NORFOLK, VA. 


Day and night, figures tell the story. In 
Memphis and the Mid-South its WMCT! 
eee 


National Representatives The Branham Co. 


Memphis ONLY Channel 5 + Memphis 
TV Station Affiliated with NBC 
WMC WMCF = WMCT Owned and operated by 
THE COMMERCIAL APPEAL 


Als attiliated with BS, ABC and Dum ant 


Co-ordination of Raider (,roups: 
Special discounts were oftered on 


demonstratot models. 


Supporting Maneuvers of Tanks 
and Hleavy } quipment: \ h ohly suc- 
cessful machine from the company’s 
ba 


riula ommerci | appli itions 


nk supply line was offered for re- 


Big Push with = Synchronized 


) 
Barrage: extra prize points for sales 


men. Prize points are awarded in 
the year-round entive plan but 
extra points were 
sales du ny the imMpalyg 
Sales promotion, supervision and 
training were all oncentrated on 
the single target of Operation Pro 
fectog! iph. The bon ses of d \ sional 
managers were weighted so that the ! 
ncome was to some extent dependent 
on the success of the operation, a 
measure which insured peak sales 
effort. This continuity and intensity 
ot eftort plaved a large part in the 
success of the program. 
\ll sales COMMUNIC atioOr 
were tied in with Operation Protec- 
tograph. Progress ot the mipargn 
was posted as “advances” ot the vari 
ous “armies” (company. sales. divi 
sions) to foster competition between 
ivisions and between zones with 


INVISION S, 


Todd's Analysis 


Follow up letters tron veneral 
sales management in Rochester were 
in military terms and took the torm 
of “GHO Communiques.”” Salesmen 
started as Privates, First Class and 
nereased sales brought a cor espond 
ing advancement in rank 

In reviewing the contest Miller 
said: 

All of us in the de partme 

anew concept from this experience, ot 
the maneuverability of the sales torce. 
We learned that it was possible, de 
spite an init al survey ot the proyect 
which looked anything but promis 
ng, to direct vour sales torce into 
channels which are most. pressing 
channels you vourselt select. \side 
from the sales outcome itself, this 
was the most mportant esult of 
the contest and the point Was stressed 
in our final report to top manage 
ment in these words: ‘Results of this 
project have demonstrated that we 
can mobilize our field sales organiza- 
tion as a flexible task force to attack 
successfully any objective decided 
on by management. ‘The organization 
proved that it is a_ tremendously 
powerful force which, if used) judi- 
ciously, can substantially ncrease 
company profits’.”’ 
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| 242,000 PEOPLE 
~~ SO Oo 
°® *s 


( 


k Island, Il 


Representatiy es 
Rox 


o Bldg., 


AVERY-KNODEL, 
Myr lek 


and Gen 


Now the Strongest 


e®eeeseeeseee eee eseeees 
Quad-City Radio Team 


JOHNSON, V.P 


LESLIE ¢ 
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¢ LETTER 


SAYS POPULAR SCIENCE 


Tell ‘em What's New 
And Capitalize 


Executives do read company news letters that offer 


helpful business information. 


GAINING ACCEPTANCE as authentic sources 
of business news, company-sponsored news letters 
are becoming sound promotional tools. Intelli 
gently edited, they help to familiarize prospects 
and customers with business and marketing 
policies of your industry; as a result, these publi 
cations act as ambassadors of good will among 


those who are “influential outside the company 


York E-ngineering & Const iction 
Co., and York Gillespie Manutactur 


It's an intelligent way = né Co. Pittsburgh, Pa. “The tow 


to promote (I) your industry, and (2) your company. 


hoe OMPaHles mr 


Ips, recognizing promo 
tional i oin putting helptul bus 
Hes nformation on executive desks 

e vetting into the pu ny field 
ulat ne executive . let 
to select audiences 

Contamng news of companys prod 
t services, methods ot operation 
ise histories of successtul merchan 
dising techniques within the industry 
ind broad news items ot value to the 
executive in his day-to-day planning 
news letters can be sound public rela 
tions vehicles By the editorial 
slant they seek to capture and 
maintain the good will of customers 
prospects the trade, and-—otten—the 

public it large 
The eXNCCUTIVE s ir CUTLOSITN 
ibout newest trends in his own o1 
ilhied fields may account tor the popu 
larity of the many “Washington” 
news letters, the mult graphed Memos 
that purport to reveal business tips 
ol in ilmost confidential nature 
Company news letters, less ostenta 
hious step hildren of the Washington 
bulletins, employ newspaper and busi 
ness magazine editorial techniques to 


present m ivnket news in « ipsule form 


124 


Company news 
dentical to tormat tron et 
and, cumulatively, can be eas 
ognized as sponsored by X cor 
: ire publ shed on a 
weekly on mouthly basis 
solely on reader nterest 
‘ icceed 

In tone, articles 
ed itional o1 


than ona blatant comme 


\ recent issue of Nlor santo | hen 
Con pany s | yvecutive Newsletre: 


published by the firm's Plast 
ston Springtield Nlass., rev 
vere approach most news 


San ple story head nes. 


Pen Plant Costs with 


Dry Coloring expands 


ot Plastics in Industry 


NMost news letters ire ed 


¢ 


4 


‘ 


1 


COMpPany Press relations en ploves, 


free lance ed tors, or con pany 


he 


Ise 


organ writers, or sales promotion peo 


ple; some stories are written by 


pany eVecutives themselves, 


seek by-lines trom sales or othe 


ecutives outstde the company 
All are circulated without chai 
Not long avo the first issue 


York Report” Was 


1) 


’ 


' 
on 
Some 
eN 


ope 


C. 


the 


page monthly news letter has its work 

it out in advance, “analyzing bus 
ness effects of national and interna 
tional affairs.” 


The first issue dealt with prospects 

ot higher prices and the consequent 
HeECEeSSITY ot Minimizing operating 
costs, the impact of rising sh pping 
costs on plant dispersion, and the out 
look for capital spending in 1953. It 
s distributed “only to top” industrial 
eCNECUTIVES, 

\nothe: newslette! newcomer 
‘Noss Memos,” published by an ad 
vertising agency, Moss Associates 
New York City, takes note t the 
tact that advert sing agencies, like 
manutacturers, have products to sell, 
too. In a last page tootnote: ¢ Adver 
tising should convince your prospects 
that your product will do more. for 
them than your competitors’ will do 
Voss \Iemos’ is our way ot advei 
tising to vou.’ Sample headings: 
“Don't Sell Radio Short’: “Home 
Furnishing Products Accenting 
Point-ot-Purchase” ; ~ Ox Reasons 
Why a Customer Won't Buy Your 
Product.” 

Indeed, all news letters ave “a way 
ot advertis ng. 

According to Joseph H. Nloss, 
agency president, “Moss \lemos’’ 
will “compress the essentials ot those 
important developments in the field 
of management and advertising. 
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e 
that Michigan leads all other states 


in home ownership (67.5'; of all occupied 
dwelling units)? Booth Michigan News- 
paper readers, whose ABOVE-AVERAGE 
INCOME makes possible such high 
home ownership, are also above-average 
prospects for food, beverages, drugs, cos- 
metics, home furnishings, appliances, 
paint or any other family purchase YOU 
WOULD LIKE TO PROMOTE. It’s 
good business to have your advertising 
schedules adequately represented in this 
important market. Use your dealers’ 


preferred local media— newspapers! 


R.O.P. Color 
available in 
Grand Rapids 
Press and 
Saginaw News 


+ MUSKECON 
SACINAW .- 
CRAND RAPIDS 


A. H. Kuch 
110 E. 42nd Street 


For latest New York 17, New York 
Oxford 7-1280 
market 


folder, The John E. tutz Co 
435 WN. Michigan Avenue 
call oe? Chicago 11, Illinois 


Superior 7-4680 


MALAMAZOO 


BootH |/ichigan NEWSPAPERS 


GRAND RAPIDS PRESS e FLINT JOURNAL e KALAMAZOO GAZETTE e SAGINAW NEWS 
JACKSON CITIZEN PATRIOT e MUSKEGON CHRONICLE e BAY CITY TIMES e ANN ARBOR NEWS 
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which are of v: » top manage Cleveland, is particularly enthusiasti onsiders it profitable to use our news 
ment in the medium-size ompanies, about the ‘‘Day-Glo Herald,” dis letter for the purpose of bringing his 
Like most news letters, the Moss ed tributed to 4,000 American and Ca particular Day-Glo product to the 
tion is not distributed on a “shotgun” nadian companies licensed to use attention of his dealers and custon 

ba $; it is written for sales n anagers Switzer dayl ght fluorescent pigments ers.’ Elliott savs some orders for 
onsumer goods i copies “have run as high as 
tising budgets of $5,000 to $100,000 “Our present circulation figure is 5,000,” 


who operate without advertising man approximately 20,000,” he reports The “Heral 


ot firms with adver materials and processes. ext! 


d” is now going into 
na ie but this circulation figure is fre ts fitth year, and it edited by a 


Ronald J. Elliott, executive vice quently stepped up when one or an member of the company's sales pro 


president Switze! Brothers Tin other of our manufacturing associates motion staff. “We trv to use as 
much by-line material as we can 
states Elliott, “and we invite out 
tomers to furnish us with actual case 
histories, interesting result figures 

and pertinent data which might prove 


nteresting to others with sales prob 


Rains Soak Southwest lems similar to their own.” 


Columns of the news letter are 


BOUNTIFUL RAINS have visited Oklahoma and frequently utilized by manutactur 
lexas ers who use Switzer pigments ot 

Processes n their own products 
Most areas have been soaked Elliott explains. He says the publ 
Farmers and ranchmen are rejoicing over prospects of cation has “broad sales, public rela 
| 


t pood 


tions and dealer contact tunctions to 
otton crop excellent late feed, an additional OWN | ws 

| perform. We have continu ng ev 

cutting of alfalfa, and extra tonnave of prairi hay ' 

dence that it serves these and othe: 

Pastures are green again and livestock are assured of useful ends. According to a ques 


un} le drinking water and improved range feed tionnaire which we sent out last sum 


! 
mer to many of the groups to which 


Ay ) v s r ’ \ d ye - 
Agricultural buying is responding to the new and gen the publication is mailed, 71 percent 


) ' 

eral morsture Prospect for fall business in the South of those on our ma ng list indicated 
st are bright. Soil in the wheat country is in good thev read it and liked it.” Elliott re 
for seeding the 1954 crop. Farmers, with ampl lates 

cash reserves and credit, are now spending for all com 

moditi Optimism at the “grass roots’ 1s spreading 
to local buying centers and from there into the metro . 
politan markets Answers Legal Questions 
BOUNTIFUL RAINS are bringing bountiful busi 


; The company, a pioneer in the field 
ness to merchants and dealers of Oklahoma and Texas | | 


of davlight fluorescent color, has been 
issued a number of U.S. and toreign 


THE OKLAHOMAN & TIMES aks, “aut Geet aime 20 


remarks, “many questions are 


THE FARMER-STOCKMAN nvolved in the use of our products, 

processes and trade-marks. A second 

Oklahoma City, Oklahoma ary object of our public ation is to 

Published by: The Oklahoma Publishing Co clear up in the minds of our cus 

Represented by The Katz Agency, Inc tomers and manutacturing associates 

all possible questions pertaining to 

patents, infringements, and the prop 

er use of our trademark in our qual 
ity control program.” 

“Philosophy” behind Switzer’s pub 
lication is typical of the motivation 
behind other company news letters. 
“Like it or not,” says Elhott, ‘we 
are all in the business of selling a 
product, or service, or a better undet 


standing of our company and the sig 
nificance of its trademarks. Through 
our publicat on, we try to advance to 
ward each of these objectives. 

It is impossible to estimate the 
number of large and small companies 
and industry groups that publish 
news letters as a regular and con 
tinuing trade relations project but, 
significantly, the list is growing. 

And the publications are 


acceptance as authenti stot 
| The AKRON BEACON JOURNAL _ —_ = 
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putitin CA PS Cowwerciat Appcat —Press-Scimirar 


Give Them Both Barrels 
in Memphis... 


Put it in CAPS—Commercia!l Appeal and Press-Scimitar—and you sell the 
Memphis market. 


Memphis, commercial capital of the great and growing Mid-South .. . 
Memphis, the trading hub of a two and one half billion dollar market . . . 
Memphis, | ith in the nation in wholesale volume . . . Memphis, where two 
great newspapers deliver dominating circulation inside the city and outside 
in the trading radius . . . Memphis, on the primary list of advertisers and 
sales executives. And 88°/, of our general advertisers know that the way 


to keep getting sales in Memphis is to put it in CAPS. 


CAPS—The Commercial Appeal and Memphis Press-Scimitar, offer a vol- 
untary combination rate that means you can put it in CAPS—economically. 


Give them both barrels in Memphis! 


Two dailies and The South's Greatest Sunday Newspaper. 


var Co A e~ MEMPHIS = ce. 
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Factory Pickup Plan Finds 
Buyers for Coast Automen 


“Save on the current price reduction. Save the freight on 
a new car. And have a vacation to boot.’ That appeal, en- 
ergetically promoted, paid off for Messrs. Gasser & Smith. 


stant ally il ke: 

vy model 1953 Dodge 
\loto . t del ver 

: Detroit Railroad — tre 

il stand out sts are S289, but we allow 


ial automobile S400)—there’s an actual cash sa iu 
S111. Dodge V-S Ram, F.O.B 
$2 340: Dodge NM eade \ 
j h be provided ? rook Six $2,094. When you pick uy 
tresh ang! a lov ri i n ost people long tor a hat new Dodge at the tactory 
Detroit to t nd his t t tine ot the vea pian to enjov ever hninute ot 
i ylit-s ! four 1 \ ) Pa attracted by the ofter ot tav. We W“ I] vive vot 7 person 
the new ‘ . stanthi ‘i ny someth ny they lett ntroductior and an in 
plan ong ted with Pete ! a nitd ke. Crasser put the tion ft tou ! mighty ndusti 
who owns the Dodge-Plyn ‘ ip with an ide: nige tag t i personal 
lealersh pin ft! Napa area. He SSO dered = mail ny piece 
adi sed t with t non-competing 1 ated the lure ot h ghwavs mav not realize that 
deale Leon ( Smith in the adjoin nal nl yuint . istrative DU l ‘a “tf pay up 


} ol \l ! sownel:r mtion i 1)! ad 1 s how 5 more 7 t tomobiles 


. 
PUBLISHED-BY CAPPER PUBLICATIONS —LARGEST AGRICULTURAL PRESS IN THE WORLD n U la | St 


Sales Offices: New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 
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of Dollars per Month, Seasonally Adjusted 


ons 


8 


INDUSTRIAL SALES AND INVENTORY TRENDS 
1939-1953 


Manufacturing Inventories ! 


Manufacturing Sales 


per Month, Seasonally Adjusted 


Manufacturing Sales Adjusted 


; 


of Dollars 


for Price Change 
~ gee*@aeccdssemessedas SSCS e ments 
PL) eteen, Pe) | he TT Tee ee 

E Peace “9° =p 


oehe 
P+ Pree ccabessbecater"y 


its in July continued to sag slightly from aut , ’ »* months are expected to fall off by about 
retlecting the traditiona drop in July due to » + . r efore manufac turing shipments in genera 
etc In addition. however the automotive may continue or. a plateau in the coming months, but at a level 


definitely rounded its peak, and deliveries of below that of the first half cf the year 


Powards the end ot May 
t mail piece Was sent to 
newspapel l | ve teachers on the dealers 

reprinted, * as ad lists ot Dodge, Plymouth, and 

rv school teache nN \ olet owners, and to the men 

rved by the two de: ships ot the clubs to which) the 

mately 380) school-teache lealers belong 

or each dealer. Teachers While this activity aroused interest 

onsidered likely prospects he 1 nereased the number of pros 

najority or then \ ects, spot radio announcements tied 

Vacations, and oO newscasts ino the early “morning 

reliable and solver promoted the $720-saving offer. 
The offer had a two-month tinnie 


Nl which pave it enough uUTyency 


tO help prospects to make up thei 
minds, instead of having them post 


il | Coming... pone 


] as something they could ex 
ments \ ite ! ) take advantage Or at any 
own Your Xmas Shopping Guide 
United Air nN he results: Gasser, who fal 
tolders, addressed te I trom San Francisco than Smith 
uu ~=obuvers. “TI 
HH ilt-tare 1 


« ind theretore yor better coverage, 


ly vith less metropol tan competition 
howed the larger gains of the two 
n actual immediate sales. Ina short 
the promotion ac ounted tor 
nonth ar sales and they 
e big eno : ! vu, Smith quickly made 
own papel a : similar sales 
\lore important than the 
ned 400 ru acl , ictual sales, both dealers 
ctory two-page | - as the way it brought people inte 
Salesmen pla ed se, eit oe ! salesrooms, the new prospects it 
irs t ‘ Poo i irt . reased interest it 


I) SOriie 


ool ob le 


on ething 


then 


How to Think and Act 
Like an Executive 


(Continued from p. 25) 


2. Communicate figures: [)ivision 
al sale managers decided that this 
tep had been taken by General Sales 
Vianage J. ‘IT. Norman, 
presented W s sales 
$18 million as 
ale n 195] 


’ ‘ 
ionall 


when he 
goal tor 1952: 
" llion 
Norman had add 


yiven each diy sional Miata 


ivalist 415 


ye his sales quota. 

3. Analyze relationships: ‘I his is 
the FOV term tor who's going to 
do what part ot the job and how 
will all the different parts tie to 
rether ? \t the sales 
step nN luded the a rtising mana 


how the 1952 


onterence this 


t \planation ot 


Sinlyy sé hed ile would t d sales 


4. Evaluate satisfaction: \WV-1)' 
p Management took i backward 
look at ‘51's sales figures ot $15 mil 


lion, and explained that these figures 


would not be “satistactory” for : 


Reasons: expanded production, with 

new items offering substant al poten 

sales volume ; larger sales force 

as decided that S18 million was 
satistactory sales ue al tor 1952. 

5. Expose conditions: [)sin's took 
over the sales conterence to describe 
field conditions, such as floods and 
droughts, and closed-out accounts. 
Both EO'T sessions and actual W-D 
conterences,  classity conditions — as 
either (1) Fixed and non-controlla 
ble, or, (2) controllable. The sales 
conterence had put floods and 
droughts the first class, but had 
decided to “do about” 


closed accounts. They did this by op 


something 


ening up additional territories and se 


ny several tho isand new accounts. 


6. Advance ideas: \lany 
were submitted for meeting the 195 
sales goal of SI8 million. kor in 
stance Norn an had proposed that all 


sales divisions vigorously push new 


deas 
) 


tems whi h had sold well dur ng 


un tests in sele ted stores. 


7. Unify views: Asked whether his 


own 1952 sales quota seemed reason 


ably attainable, each di sional sales 


manager answered “Yes thus un 


ving views on total sales goal, 


8. Co-ordinate time: A 


tion depart 


onterence 
exan ple: head of prod I 
ment promised to have merchandise 
ready to fill orders promptly : head ot 
delivery department promised W-D’s 


sual qu ck sh pment. 


9. Control certainty: Unless a siza 
ble number of new accounts were 
secured within the. first quarter of 
1952, the vear'’s sales goal could 
hardly be achieved. ‘To “control cer 
tainty,” all divisions would begin a 
new-accounts drive immediately. 


10. Determine plans: At this step 
several “ideas submitted” earlier in 
conterence, had been adopted as defi 
nite plans. Each divisional sales man 
ager had committed himself to use 


every possible means to achieve quota. 


11. Produce results: This is an 
after-conterence step. All that any 
meeting can do, is to send partici 
pants away with the ammunition and 
enthusiasm to take step 11. 


12. Review action: “By looking 


where you've been, you find out 


HAT A 


BUY you get in Akron, 
Ohio! One of the few large 
U.S. markets covered (991% 
a Single newspaper — the power- 
ful AKRON BEACON JOURNAL, evening 


) by 


and Sunday. 


Norman had 


conterence a bi et 


poing. 


where you re 
yackward glance at 1951’s $15 mil 


on sales volume, and at 1951's most 


riven the sales 


| 
| 


successful sales promotions. 

This is a highly-condensed version 
of the divisional sales managers’ anal 
vsis of their 3-day sales conference. 
Will amson 


; SESSION by allin 


conducted the 3-hour 


g on individual 
‘Johnny, what conference 


step would you classify as ‘Expose 
Conditions’ ?” 

Though the 12 steps are numbered 
for convenience, in an actual conte 
ence they don’t always follow this 
sequence, and steps often overlap. 
‘But each step will be found included 
somewhere in any resultful meeting 
held by any business firm,’ Willian 
He and his executives 
treat FKOT as a helptul statement of 


principles rather than as a fixed pro 


Son points out. 


cedure. For instance, they never try 
to cramp actual conferences into a 
formal EFOT mold. 

“Our Executive Operations Tech 
nique is almost insultingly simple,” 
Williamson admits. “It takes the 
basic factors of executive functioning 

factors so s mple that they're easy 
to overlook, and puts them in ‘action’ 
form. That action formula is the 12 
Steps to Executive Effectiveness. As 
we practice and discuss the steps Sat 
urday after Saturday, they become 
deeply fixed in our minds; we find 
ourselves follow ny them the rest of 
the week.” 

EKOT is much more than a set of 
conference steps; it’s a way of life for 
W-D executives. They attempt to: 

Identify Subject: work toward de 
fined objectives and give subordinates 


clear-cut assignments. 


Expose Conditions: uncover all the 
facts which enter into any situation; 
then cons der those facts objectively. 


Analyze Relations and Unify Views: 
cooperate closely with associates on 
joint projects. 


Communicate Figures and facts of 
their work, to all individuals in the 
érganization who should know these. 

The other seven steps get equally 
practical daily application, at W-D 
If a man slips, usually his error is 
pointed out to him in impersonal 
EOT phraseology. Suppose he has 
bought an expensive piece of equip 
ment, without consulting the finance 
department. He’s not told, “You ex 
ceeded your authority,’ but “You 
failed to communicate.” 

Here’s a conversation which might 
take place between a salesman and 
his dsm: 


SALES MANAGEMENT 


Pass the biscuits, Pappy... 


or how Martha 
White makes dough 


in the milling business! 


Since 1946, and using WSM and 
WSM’'s Grand Ole Opry almost to the 
exclusion of all other media, Martha 
White Mills, Inc. has shown the most 
phenomenal growth in Southern 
Milling Circles. 


Martha White’s family flour business 
has more than doubled. Martha 
White Self Rising Cornmeal has 
become a household word. And 
Martha White Coffee, Martha White 
Cake, Pancake and Waffle Mixes, and 
Martha White Jams, Jellies and 
Preserves have been successfully 
launched in one of America’s most 
competitive food markets.... 


When vou ask Cohen Williams, Jr., 
president of Martha White Mills, his 
secret he grins and says, “Early to 
bed, early to rise, work like hell, and 
advertise over WSM...” The Martha 
White Agency, Noble-Dury and 


Associates, agrees. 


Tom Harrison or any Petry Man can 
fill in the Martha White details. It’s 
American radio’s biggest single 


success story! 


WSM .,, 


Nashville 
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SALES MANAGER AVAILABLE 


Experienced on a national level in 
cluding export sales, branch and 
dealer operations, training program, Sales Manager's Bird Cage 
merchandising, market research, 

sales promotion, advertising and 
general administrative duties. Age 
38. Now located on west coast but 
willing to relocate. Capable of tak 
ing complete charge of sales pro 
gram. Box 2981 


SALES MANAGER WANTED 


Manufactur f nationally known line of 
prefabricated farm buildings wants man in 
provide plans and super 
ialty salesmen. Good salary 
share n profits 
Management, Box 2983 
and qualifications 


6 "psychological master pieces''—sales letters 
that sell, by one of America’s top-level 
sales managers and sales letter specialists 
$250. Prices quoted on other sales-creating 
literature, including presentations for sales 
men to use in the field, etc. Robt. E. Jack 
son, Sales Builder, 6309 No. Albany Ave 
Chicago 45, Ill 


PROVED.- ree one yop 


~~ 


—— JUMPING JOSEPH . .. The Ramping Robin 


PHOTO-REPORTS Never takes the trouble to map out his sales 
ON PRODUCT APPLICATIONS calls. By needlessly crisscrossing his territory 


Nationwide organization of 500 capable Photo he ends up, high on mileage and low on sales. 
Reporters provides effective way to obtain on 
location photos, case histories, stories and re 
leases 
For more information write or phone U ' am G. Damroth & C 
SICKLES PHOTO-REPORTING goes 
38 Park Place, Newark 2, 
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SERVES MORE LEADING MARKETS THAN ANY OTHER AIR CARRIER 


This Program Keeps the TV Industry on schedule! 


How American Airfreight has 
improved production for leading 


electronic manufacturers 


fo keep assembly lines flowing 
smoothly, the nation’s television in 
dustry today specifies airfreight de 
livery on incoming shipments from 


distant suppliers. Thus component 


AVA 


parts are on hand in the factory when 
needed and production schedules are 
promptly met 

What's more, such an airfreight 
“program” permits more rapid intro 
duction of set improvements—and at 
the same time eliminates heavy ob 
solescence costs on Component parts 
that would otherwise be in stock for 
the discontinued models 

Speak to any of the leading elec- 


tronic manufacturers—and they'll tell 
you that the production flexibility re- 
sulting from airfreight more than 
compensates for slightly higher ship- 
ping charges. For further information 
on what American Airfreight can do 
to improve your business, wire us 
collect—and we'll have a representa- 
tive in your office promptly. American 
Airlines, Cargo Sales Division, 100 
Park Ave., New York 17, N. Y. 


AMERICAN AIRLINES 


ne dimer Was 


— 


Leading P dirline 


The largest advertisin 
expenditure ever place 
in any newspaper! 


AGAIN advertisers set a new all-time record 
in Tribune advertising volume as they took 
advantage of the tremendous buying power 
in the Chicago market and the ability of the 
Chicago Tribune to produce best results. 

During the 12-month period ended June 
30, 1953, they placed in the Tribune more 
than $57,000,000.00 in advertising. This 
was the greatest volume ever placed in the 
Tribune in any 12-month period. It was far 
more than has ever been placed in any 
similar period in any newspaper in the 
world. 


What advertisers can afford to spend in 


an advertising medium depends on what 
they get out of it. Some advertisers individ- 
ually spend in the Chicago Tribune more than 
$1,000,000.00 a year. Some invest more than 
$100,000.00. Some spend $10,000.00. 
But no advertiser, or group of advertisers, 
has ever exhausted the huge buying power 
represented by Tribune readers. 

To take full advantage of Chicago's high 
level of spending, see that your Chicago 
advertising program includes the Tribune 
and that your schedule is equal to your 
opportunities in this multibillion dollar 


market. 


an Francise 


ADVERTISING SALES Chiceg< : detroit 
REPRESENTATIVES A.W. Dreier t acker W. E. Bote 


1333 Tribune Tower 


$ Fitzpatrick & Chamberlin 
Penobscot Bidg. 155 Montgomery St. 


